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ABSTRACT 
The boom in publicly-funded sports facility construction since 
the 1980s resulted in studies that generally found the economic 
benefits accruing from facility construction do not justify the costs. 
However, focusing narrowly on economic costs in large cities leaves out 
an important part of the story. 
The author is interested in the possible non-economic benefits to 
a city from having a sports team and stadium, and focuses on 
determining any relationship between minor league teams and 
stadiums and community self-image. The methodology for this review 
is an assessment of the websites – primarily the website’s front page – 
for 42 cities with minor league baseball teams. In addition, a survey of 
local government officials provides a layer of corroboration for the 
website review results. Through this assessment, the author brings 
together elements that contribute to three different fields – facility 
financing, e-government, and small and mid-sized cities. 
The website reviews have two elements. First, the author 
assesses the extent to which the website provides information about 
the team and stadium on the front page or a website page within two 
links from the front page. The result is that a relatively low amount of 
information about teams and stadiums is available on the 42 city 
websites. Second, the author assesses all the active links on the 
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website front page and categorize the links regarding whether they are 
primarily directed toward residents, businesses, or tourists. On 
average 67 percent of the links on the 42 city websites’ front pages are 
directed toward residents. 
In addition to the website reviews, the author reports on a 
survey of local government executives and managers regarding the city 
websites. The key findings from the survey are that residents are the 
group of most interest to the website creators; the websites’ content 
and appearance generally are intended to reflect the communities’ self-
image, and; in general, the low amount of information about the teams 
and stadiums on the website front page accurately represents the 
importance of the teams and stadiums to communities’ self-image. The 
survey results generally corroborate the website reviews. 
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CHAPTER 1 
INTRODUCTION AND OVERVIEW 
Introduction 
 Since the 1980s sports facility construction in the United States 
has proliferated, and the amount of public funds used to finance this 
construction boom has risen dramatically. As a consequence of these 
increases, the question of whether the public receives an adequate 
return on this investment has become more salient. Sports facility 
financing studies largely have attempted to address the return on 
investment question from an economic perspective. However, 
economists have not monopolized the growing body of studies; political 
scientists, sociologists, and media scholars have also contributed to its 
increase.  
 Simultaneously, separate bodies of research have developed that 
inquire into the characteristics of small or mid-sized cities and into the 
use of new technologies, notably internet websites, to understand 
governments. Small and mid-sized cities are qualitatively different 
from their larger sister municipalities, and scholars are working to 
further delineate and analyze these differences. However, the 
literature on the economic development activities in small and mid-
sized cities is still sparse. Similarly, inquiry into the use of internet 
websites by government organizations, often called e-government, is 
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still in the development phase as a research area. However, scholars 
assessing how government websites are used have begun to develop 
theory about the purpose of the websites. 
 This dissertation has developed out of the author’s interest in 
why sports facility financing has continued despite rather robust 
evidence that the economic development claims that undergird most 
facility financing proposals are false. In addition, the author became 
interested in whether the mania for sports facility construction was 
restricted to major league cities – those cities that have major league 
sports franchises. Most of the sport facility financing literature has 
focused on cities with major league teams, so an assessment of smaller 
cities, such as those that host minor league teams, would extend 
scholarly understanding of facility financing while also expanding the 
scope of literature on the economic development activities of small and 
mid-sized cities. Further, the e-government literature is still focused 
on theory development and scholarly research has been focused 
generally on assessments of a limited number of websites. Therefore 
an assessment of numerous city websites from small and mid-sized 
cities that host minor league baseball teams carried potential to fill 
gaps in literature for three different research fields. The following 
section provides a brief historical overview of sports facilities, which 
 3 
 
3
 
lends some perspective on the relationship between governments and 
sports. 
 Historical Background of Sports Facility Financing 
Sports facilities have been seen as important civic assets for 
almost a hundred years. While many of the sports facilities built in the 
1910s and 1920s were privately financed, some civic leaders hungry for 
municipal promotion saw sports facilities as a good promotional tool 
(Reiss, 1998). Consequently, during the 1920s some stadiums were 
constructed at least partly through public funds, including the Rose 
Bowl in Pasadena, California; Kezar Stadium in San Francisco; and 
the Los Angeles Coliseum.  
However, during the 1950s and 1960s a significant change 
began to occur in the relationship between cities and sports. During 
the 1950s, historian Steven Riess writes, “mayors and other 
community leaders sought to maintain or attract professional teams by 
building expensive municipal stadiums or arenas and promising 
advantageous leases and other financial inducements” (Reiss, 1989, 
239). They hoped to “certify their city’s metropolitan status, create a 
positive attitude for tourism and commerce, and enhance their own 
civic image” (Reiss, 1989, 239). Also helping to change the relationship 
between sports and cities was the expansion of sports leagues in the 
1960s, especially the National Football League (NFL) and Major 
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League Baseball. Expansion created new opportunities for cities to 
host a major league team and led to increasing inter-jurisdictional 
competition for a supply of teams that was still scarce (Altshuler & 
Luberoff, 2003).  
During the 1960s it became increasingly normal for sports 
facilities to be constructed using public funds. From 1960 to 1969, 25 
new facilities were built in the United States, of which 17 were 
publicly funded and owned. The average public share of the total cost 
for these facilities was at least 78 percent.1 By contrast, in the 1950s 
only six new facilities were built, though each was financed solely 
through public monies, as shown in Table 1 on the following page. The 
facilities built in the 1960s were not lavish by today’s standards, with 
most lacking the luxury boxes, domes, and improved sightlines that 
are considered standard amenities for contemporary facilities 
(Altshuler & Luberoff, 2003). Further, facility revenue went to the 
financing government, which was the landlord (Crompton, Howard & 
Var, 2003). 
 
 
 
                                                          
1 These figures are costs based on the amount of public funds spent for facility costs. 
However, Long notes local governments can also provide public funds in less visible 
ways, such as providing land at little or no cost and constructing roads or sewage 
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Table 1 – Capital Construction Costs and Financing for All 
Facilities: 1950-2005 
Time Period Number 
Built 
Total Cost in 
millions (2001 
dollars) 
Public 
Share 
Public Cost in 
millions (2001 
dollars) 
1950-1959 6 51 100% 51 
1960-1969 25 126 78% 98.3 
1970-1979 28 132 89% 117.5 
1980-1989 14 157 66% 103.6 
1990-1999 52 226 57% 128.8 
2000-2005 20 314 67% 210.4 
Source: Long, 2005, 3 
The number of publicly financed facilities grew slightly in the 
1970s as TV revenues increased and additional franchises were created 
(Crompton, Howard & Var, 2003; Quirk & Fort, 1992). During this 
decade, 28 new facilities were built, with the average facility receiving 
at least 89 percent of its cost through public subsidies, as depicted in 
Table 1. During this decade, mayors in some major cities started 
focusing on the facilities as methods of economic development (Reiss, 
1998). Sports facilities were particularly attractive to mayors because, 
in a time of economic stagnation, they presented tangible evidence of 
development, which equated with political success. This focus on sports 
facilities was widespread enough that it led to greater competition for 
teams among cities, which was exacerbated as various suburbs began 
to compete with the central city for a team’s location (Reiss, 1989; Noll 
& Zimbalist, 1997a; Rosentraub, 1999). Consequently, cities felt 
obligated to provide increasingly one-sided agreements for franchise 
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owners, including less visible subsidies such as road and sewage 
infrastructure around the facility site (Crompton, Howard & Var, 
2003).  
 Compared to the 1970s, facility construction and the public 
share of their financing both fell during the 1980s. The 1980s saw the 
construction of 14 new facilities, and public monies supplied 
approximately 66 percent of construction costs (See Table 1). Part of 
the reason for this decline was the increasing use of public-private 
partnerships, designed to ameliorate burgeoning opposition to facilities 
that were growing in cost and increasingly paid for by taxpayers 
(Crompton, Howard & Var, 2003; Long, 2005). In addition to the 
decline in facility construction and percentage of public cost, the total 
public cost committed to an average facility fell from $117 million 
during the 1970s to about $104 million during the 1980s (See Table 1). 
The relative quietude of the 1980s was followed by 15 years of 
frenetic facility construction. During the 1990s, 52 new facilities were 
built, at an average cost of $226 million, far higher than the average 
cost seen during the 1980s (see Table 1). Consequently, even though 
public share of construction costs fell in the 1990s to 57 percent, the 
average total amount of public spending on a facility actually rose from 
approximately $104 million to approximately $129 million (see Table 
1).  
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The 2000s saw a small slackening in the number of facilities 
that were built, but the average cost of the facilities has grown 
tremendously, and the public share of construction costs has also 
increased (see Table 1). Long (2005) sees the increase in public share of 
construction costs as a function of the type of facilities built. She notes 
that in the 1990s, many of the new facilities were arenas, which tended 
to have a lower public share of construction costs. This lower share is 
attributable to the arenas’ greater propensity for profitability, due to 
the comparatively low construction costs (compared to stadiums and 
ballparks), and ability to host a greater number of games and non-
sports events.2 However, in the 2000s, most of the new facilities are 
NFL stadiums, which cost more to build and tend to host fewer events. 
The greater costs, and lower opportunities for revenue, theoretically 
make NFL team owners more solicitous of public financing. While this 
mix of facility types may have staunched the increase in public share 
of construction costs, by the 2000s the skyrocketing construction costs 
have caused the public cost of the average facility construction to more 
than double over the cost in the 1980s, rising from $104 million to $210 
million (see Table 1).  
Purpose and Significance of the Study 
                                                          
2 The term arena typically refers to a facility that hosts basketball or hockey. A 
ballpark is typically larger than an arena and primarily hosts baseball. A stadium is 
the largest of the three types of facilities and typically hosts football or large-scale 
activities, including the Olympics.  
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 The purpose of this study is to explore the confluence of three 
streams of research – sports facility financing, e-government, economic 
development in small and mid-sized cities – to develop some further 
insight into the non-economic benefits of teams and stadiums. 
Specifically, the author explores how selected small and mid-sized 
cities that host minor league baseball teams may use the home page of 
their municipal websites – the “electronic front porch” of the 
community – to show what level of importance that minor league 
baseball has to the community.  
Inquiry into the economic rationale of using public funds to build 
sports facilities has resulted in a consensus that the funding 
organizations see a net negative effect a result of their investment 
(e.g., Baade, 1996, 2000; Baade and Sanderson, 1997; Coates and 
Humphries, 1999; Nelson, 2001, 2002; Rosentraub, 2006). Despite the 
consistency and insistence of scholarly conclusions regarding the 
wisdom of public financing for sports facilities, governments, often at 
the local level, have continued to provide significant financial support 
for sports facility construction or renovation. More recent literature 
regarding facility financing suggests that there may be alternative, 
non-economic reasons for cities to provide facility financing (e.g., 
Crompton, 2004). These studies posit the existence of intangible 
benefits to the city, such as civic pride (Swindell and Rosentraub, 1998; 
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Rosentraub, 1999). This line of research suggests that communities 
may see sports as vehicles by which to develop community self-image, 
which primarily means how a community sees itself. 
One promising technique for assessing how a community sees 
itself is performing content analysis on municipal websites. While 
content analysis is a venerable research technique, it has only in the 
past decade or so been applied to the evaluation of government 
websites. As discussed later in this dissertation, municipal websites 
tend to cover a wide variety of areas of municipal activity, and some 
scholars already have begun to look at the municipal website as a 
source of insight into community self-image (e.g., Urban, 2002). 
There are already a significant number of evaluations of sports 
facility financing, and the number of government website assessments 
is growing. However, neither facility financing nor e-government 
literature has significantly included small and mid-sized cities. The 
overwhelming number of sport facility financing studies look at cities 
that host major league teams, few of which reasonably could be called 
mid-sized. Likewise, website analyses have not yet been significantly 
extended to small and mid-sized cities. While some scholars conflate 
large, mid-sized, and small cities, focusing on their common 
characteristics (e.g., Tiebout, 1956; Peterson, 1981), there is limited 
research performed on smaller cities to test whether general assertions 
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about cities are also applicable to smaller cities. As a consequence, 
research that explores sports in smaller cities, as well as their use of e-
government can not only incrementally assist literature in these two 
areas, but also fill the rather large gap in literature about small and 
mid-sized cities by extending our understanding of sports and e-
government in these cities. 
Research Questions 
 For this dissertation, the author performed reviews of municipal 
websites, primarily focusing on the front pages, for 42 cities that host 
minor league baseball teams. He then augmented his website reviews 
with a web-based survey of city executives and managers for the cities 
whose websites were reviewed. The following questions serve as the 
primary guide for his research and analysis. 
1. What can municipal websites tell us about how a community that 
hosts a minor league baseball team values that team and the 
stadium in which it plays. 
2. Do cities with minor league baseball teams find the teams and 
stadiums to be an important part of their self-images? 
3. Do the images, links, and other information provided on the website 
of cities with minor league baseball teams suggest that the cities 
promote aspects of themselves, including the teams and stadiums, 
more to its residents, tourists, or business interests?  
 11 
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4. What does the information gathered in this research tell us about 
the importance of minor league baseball to small- and mid-sized 
cities? 
5. What do the website reviews and survey results suggest about the 
benefits of having a minor league team and stadium, especially the 
non-economic benefits? 
Organization of the Dissertation 
In Chapter 2 of this dissertation, the author reviews selected 
literature regarding sports facility financing, e-government, and 
economic development in small and mid-sized cities. Specifically, the 
author discusses the various frameworks that exist in the facility 
financing literature and trace the development of the literature from 
its focus on the net negative economic effects of facility financing to its 
developing interest in non-economic effects of sports and sports 
facilities on a community. Further, the author discusses literature 
regarding e-government that focuses on the development of the 
technique of website reviews, and conclusions from that literature that 
encouraged the use of website reviews and shaped the author’s 
thoughts about what he might find. Finally, the author reviewed the 
limited literature on small or mid-sized cities that looks at economic 
development issues within these cities. 
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Chapter 3 reiterates the research questions and provides an 
overview of the website review methodology, as well as the web-based 
survey methodology. The author discusses the various cities that hes 
chose to review and details his website review methodology. The 
methodology includes information about key words and pictures that 
the author looked for in his review, as well as his way of coding the 
results. In Chapter 3 the author also discusses the web-based survey, 
performed using Survey Monkey, of city executives and managers.  
Chapter 4 presents the findings from the author’s exploratory 
research. Specifically, he provides some basic statistics that help the 
reader to better understand how the results correlate to the research 
questions, as well as delineating the various findings at the city level. 
He reviewed the websites at two different levels, evaluating the extent 
to which minor league baseball is important to its community as 
conveyed by the website, and evaluating the extent to which the 
website appears to be directed primarily to residents, businesses, or 
tourists. Understanding whether the website is directed primarily to 
residents, businesses, or tourists helps to identify whether the city 
views its role as primarily devoted to economic development or 
primarily devoted to providing a high quality of life for its citizens 
(noting, of course, that the two are not mutually exclusive). 
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Finally, Chapter 5 connects the author’s research findings back 
to the literature and research questions to conclude on what the 
research exploration has revealed. In addition, he discusses some of 
the limitations of the research, including the methodology, and 
identifies fruitful areas for further research. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
CHAPTER 2 
 
LITERATURE REVIEW 
 14 
 
1
4
 
Of the three areas of inquiry to which this dissertation is 
designed to contribute, the field of sports facility financing is by far the 
most well-developed. This chapter reviews relevant literature within 
sports facility financing, as well as e-government and small and mid-
sized cities. The review of facility financing literature looks at a wide 
range of scholarly research, including studies that review the economic 
cost and benefits of stadiums and teams, the non-economic costs and 
benefits of stadiums and teams, and the process for acquiring a facility. 
Further, an important ancillary strain of literature is the tourist city 
literature, which examines the idea that cities consciously plan 
development to attract tourists. Since the tourist city literature 
prominently focuses on sports facilities, the author includes a brief 
representative sample in this chapter. The tourist city literature also 
lays the groundwork for his focus in the dissertation’s primary 
research on how websites appeal to tourists and visitors. The review of 
the e-government literature is scoped to focus on research that gives 
guidance to policy aspects of website development and interpretation. 
The review of small and mid-sized literature focuses on research into 
economic development in small and mid-sized cities and towns, since 
sports facilities are often sold as entities that will assist economic 
development in a community. 
Sports Facility Financing 
 15 
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Most of the major literature containing insight into sports 
facilities’ construction comes from studies performed by economists. In 
these studies, the scholars generally assess the economic impacts of 
the facilities, though economic impact is defined in a variety of ways. 
In this section, the author discusses 23 studies assessing the economic 
impact of facilities. Significantly, only one of the 23 works that 
explicitly assess the economic costs and benefits of facilities conclude 
that facility construction or redevelopment results in a net positive 
impact to the local or regional economy. As can be expected when 
reviewing economic costs and benefits of policy, all but two of the 23 
studies reviewed here self-consciously adopt an economic development 
framework, with the two remaining studies utilizing either a public 
choice framework or a media framework.3  
However, it would overstate the facts to say that no good can 
come of public financing to aid in facility construction or renovation. 
Several studies have shown that facilities can create a few positive 
impacts on a location, though those impacts are tempered by 
concomitant negative effects.   
It is important to note here that the studies reviewed in this 
overview of literature look at the impact of teams along with the 
                                                          
3 The term media framework is used here to describe an article that assesses the 
effect of media presentations, such as a broadcast of a sporting event, on stimulating 
economic development activities. This term is not an artifact of the literature, and 
the author uses it for classification purposes only.  
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impact of facilities. This is especially true of the studies that assess the 
non-economic benefit of loyalty to a particular team or teams. While 
this study is primarily concerned with the impact of facility 
construction, the author also notes that the benefits that teams provide 
to an area are also important and are interrelated to facility 
construction. Facility construction is almost always undertaken to 
serve one of two purposes, either attracting a team or retaining a team. 
In fact, it would be nonsensical to propose building a sports facility 
that had no prospect of hosting a team, and unreasonable to assume 
that such a proposal would receive significant support. Therefore, the 
author accepts that facility construction or renovation is proposed in 
the context of a social understanding that a team will likely perform in 
the new or upgraded facility if it is authorized.  
This review of sports facility financing literature is divided into 
multiple sub-sections. First, the author discusses the 23 studies that 
look at the economic impact of facilities, organizing the discussion by 
studies that show a generally negative impact, studies that show a 
mixed impact, and one study that shows a positive impact. Second, the 
author provides an overview of eight studies that treat the non-
economic impacts of sports facilities, once again organizing the 
discussion by studies that show a generally negative impact, studies 
that show a mixed impact, and studies that show a positive impact. 
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When discussing studies that assess either economic or non-economic 
impacts he also provides some information regarding the theoretical 
lens used by the studies’ authors. Finally, the author includes some 
information about how facilities are acquired, focusing on some studies 
that highlight the roles of government officials, business interests, and 
citizens. The 23 economic impact studies reviewed here are 
summarized in Table 2 on the following page. 
 
 
 
 
 
 
 
 
 
 
 
Table 2 – Classification of Studies of Sports Facilities’ Economic 
Impact  
 
Theoretical 
framework 
Facilities provide 
a generally 
negative economic 
impact 
Facilities 
provides some 
important 
positive and 
negative 
Facilities 
provide a 
generally 
positive 
economic 
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economic impacts impact 
Economic 
development 
 Baade and 
Dye, 1988, 
1990 
 Baim, 1990                                          
 Rosentraub 
and Swindell, 
1991 
 Euchner, 1993 
 Baade, 1994  
 Baade and 
Sanderson, 
1997  
 Noll and 
Zimbalist, 
1997  
 Coates & 
Humphries, 
1999 
 Johnson and 
Whitehead, 
2000 
 Siegfried and 
Zimbalist, 
2000 
 Austrian and 
Rosentraub, 
1997, 2002 
 Baade, 1996, 
2000  
 Nelson, 2001, 
2002 
 Rosentraub, 
2006 
 Rosentraub, 
et. al., 1994 
 Santo, 2005 
 
 Tu, 2005 
Public 
choice 
 Kalich, 1998   
Media   Chalip, 
Green, and 
Hill, 2003 
 
 
 
 
Generally Negative Economic Impact 
Twelve of the 23 economic impact studies described here found 
that facility construction had a generally negative economic impact for 
a city or region. Several of these studies assessed the impact by using 
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regression analyses, including five studies in which economist Robert 
Baade was the author or co-author.  
Two similar analyses, published in 1988 and 1990, are by 
economists Robert Baade and Richard Dye. In 1988 Baade and Dye 
reported, based on research published in 1987, that the economic 
impact of facilities was dubious. The authors used multiple regression 
analysis to look at the change in measures of manufacturing activity in 
eight different standard metropolitan statistical areas (SMSAs). 
Manufacturing activity was used as a measure of non-stadium related 
commercial activity, increases in which are mentioned by stadium 
proponents as a possible impact of facility construction. In this study, 
the authors report facilities had a negative, though insignificant, 
impact on measures of manufacturing activity in four different cities. 
However, in the one city where facility construction resulted in a 
significant impact, San Diego, that impact was positive.   
Baade and Dye reported similar results in 1990 from a study 
which assessed facilities’ impact on level of income and share of 
regional income in nine SMSAs. In this study, Baade and Dye reported 
that separate regression analyses for the nine SMSAs showed facilities 
in four having a negative but insignificant impact on income, and 
facilities in four others having a positive but insignificant impact. One 
city’s facility had a significant positive impact. This city, Seattle, had 
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an NFL team which debuted contemporaneously with the stadium, 
which the authors believe may have had a correlation effect on the 
facility variable for Seattle.  
While these studies represented a pioneering effort in using 
regression analysis to assess the economic impact of facilities, some 
criticism has been leveled at Baade and Dye’s methodologies. For 
example, Baim (1994) was dubious about the use of manufacturing 
activity as a proxy for economic activity, and about the small time 
series of 14 years used in the study. 
Three later studies implicitly addressed some of Baim’s 
criticisms, and provided additional evidence for the negative impact of 
facility construction. These studies extended the time series from 
which data was drawn and looked at aspects of a region’s economy that 
are more representative of the economy as a whole. In 1994, Baade 
looked at data from between 1958 and 1987 for 48 metropolitan 
statistical areas (MSAs), including 36 with a new facility or team, to 
assess changes in the per capita real income of each area that were not 
explainable by other economic trends. Of the 48 MSAs reviewed, 30 
had a facility that was ten or fewer years old. Baade found that of 
these 30 facilities, 27 had no significant impact on the per capita real 
income of the area, and three had a significant negative impact. In this 
study Baade assumed that it would take ten years for the novelty 
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effect of a new facility to wear off.4 However, a more recent study by 
Coates and Humphries (2005) used regression analyses to test 
attendance data for basketball, football and baseball facilities and 
found that the novelty effect varied by sport, lasting around than 8 
years in Major League Baseball, but only 5 years in the NBA and 2 
years in the NFL (Coates and Humphries, 2005). These new data 
suggest that the impact of facilities is even weaker than Baade found.  
Studies by Baade and Sanderson (1997) and Coates and 
Humphries (1999) also found generally negative impacts from facility 
construction. Baade and Sanderson reviewed ten MSAs from 1958 
through 1993, and assessed the impact of new facility construction on 
employment in both the amusement and recreation industry and on 
the commercial sports industry. Interestingly, the authors found that a 
new facility had a significant impact on employment in the amusement 
and recreation industry for only two of the ten MSAs, and in both cases 
the impact was negative. Similarly, a new facility had a significant 
impact on the employment in the commercial sports industry in only 2 
of the 10 MSAs. Here, too, the significant impact was in the negative 
direction.   
Coates and Humphries (1999) updated and broadened the 
literature on facilities’ economic impacts in their assessment of the 
                                                          
4 The term novelty effect names the phenomenon of increased attendance at new 
sports facilities. This effect derives from the desire of fans and non-fans to experience 
the new facility. (Coates and Humphries, 2005, 436). 
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effects of a new team or facility on the level and growth rate of income 
in 37 MSAs for the years 1969-1994. Using regression analysis, the 
authors found that the presence of a stadium that hosted baseball, 
football, or both had no significant impact on the per capita level of 
income, and the construction of a basketball arena actually had a 
significant negative effect.5 Additionally, the authors found that 
facilities had no significant effect on the growth rate of real per capita 
income. 
Baim (1990) assessed the wisdom of facility financing by using 
the concept of net accumulated value (NAV) to illustrate the full cost to 
taxpayers of 14 different facilities. Baim defines NAV as the 
summation of accumulated, discounted cash flows resulting from the 
facility investment compared against the capital and operating costs of 
the facility. Baim notes that a number of cash flows types must be 
considered. These include tax revenues, any rental income, 
reimbursements for operating costs, and percentages of such income as 
parking, concessions and advertising. On the other hand, there are also 
several costs imposed by the facility investment. These include the 
capital costs of construction, including any debt service on the 
financing, operating costs, and an estimate of foregone tax revenues 
that helped to encourage construction. Baim found that for 13 of the 14 
                                                          
5 The negative effect of the basketball arena was at the <5% level. 
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facilities there was a negative NAV, meaning that the discounted 
facility revenues were not sufficient to cover the capital and operating 
costs. This finding runs counter to the idea that facilities may be able 
to pay their own way, since this assessment takes into account only the 
ability of revenues to cover operating costs. While one facility had a 
positive NAV, it is actually an exception that illustrates the weakness 
of arguing that taxpayers benefit by building sports facilities. In this 
one case, the facility, Dodger Stadium, had the 18 million in capital 
costs paid by the Dodgers franchise, where the City of Los Angeles’ 
investment was for grading and roads leading to the stadium (Baim, 
1994, 58). Thus, as a consequence of this significant private 
investment, the NAV of Los Angeles’ revenues from the facility were 
positive. 
Like Baim, Rosentraub and Swindell (1991) compared the costs 
and revenues of facility construction, but these authors assessed the 
possible impact of a minor league baseball facility in Fort Wayne, 
Indiana, which the City of Fort Wayne had decided not to finance. In 
their research, the authors estimated the revenues from several 
benefits of facility construction, including fan spending based on 
attendance estimates. From these estimates, they then determined 
that the total impact on area income, both from total spending and new 
spending would have been only 0.024 percent. Further, the authors 
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noted that it cannot be assumed that all of this impact would be 
contained in the City of Fort Wayne. Additionally, Rosentraub and 
Swindell (1991) estimated that the costs to the prospective minor 
league team would far outstrip its ability to repay the proposed loan 
amount for facility construction. Since Fort Wayne would back its 
investment by raising income or property taxes, the team’s inability to 
repay the city’s investment made the proposed facility construction a 
bad deal for the city. 
Though Baade and others have used standard quantitative 
methodologies to make a strong case about facilities’ lack of economic 
impact, one more recent study broke new ground by assessing the 
value of a different methodology. This study, by Johnson and 
Whitehead (2000), looked at the feasibility of the contingent valuation 
method (CVM) in assessing two proposed projects in Lexington, 
Kentucky, a new minor league stadium and renovations to a basketball 
facility. Typically CVM utilizes surveys to determine individuals’ 
willingness to pay for certain public good; it has generally been used to 
assess the willingness to pay for environmental public goods. 
Interestingly, CVM measures both use values and non-use values. Use 
values are those revealed through the actual use of a good, such as 
buying a ticket to a game. Non-use values are revealed through such 
activities as talking about games with friends. Johnson and Whitehead 
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found that the combined use and non-use values revealed in the 
surveys did not exceed the projected costs for the arena renovations 
and the new baseball stadium. This finding is contrary to a commonly 
held idea that total benefits (i.e., including non-use values) exceed the 
total costs of the facility construction. 
Unlike some of the more narrowly focused studies performed by 
their colleagues, Charles Euchner (1993), as well as Andrew Zimbalist 
and two of his co-authors (1997, 2000), provide a broader overview of 
the perils of public financing. In his book entitled Playing the Field, 
Euchner delves into the economic and political context of sports, and 
uses his review of literature and some case examples to draw 
conclusions about the impact of a variety of sports-related development 
schemes, including facility construction. He concludes that facility 
construction is bad policy throughout the process. The policies are 
undermined by overly optimistic impact estimates, often including a 
miscalculation of facility costs. This bad information skews the policy 
decisions, and leads the outcome of operating deficits for the city while 
other worthy spending priorities go underfunded. Similarly, Roger Noll 
and Zimbalist (1997b) and John Seigfried and Zimbalist (2000) discuss 
the economic issues surrounding stadium construction, including 
faulty impact analyses, which are based on dubious estimates of 
spending and overenthusiastic multiplier effects. Like Euchner, the 
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two studies by Zimbalist and his co-authors conclude that facility 
subsidies are a bad deal for cities. Additionally, each of the three 
authors notes that these subsidy deals are made worse by the leverage 
imposed when sports leagues artificially limit the supply of teams. 
This leverage results in cities overpaying for teams by providing 
economically unsound subsidies for facility construction. Seigfried and 
Zimbalist also spend time discussing the substitution effect, and the 
economic loss that occurs when wealthy athletes, executives and 
owners purchase high dollar goods and services outside of the local 
economy.6  
Although many of the economic analyses within the economic 
development framework implicitly use public choice assumptions as 
their theoretical context, one study makes explicit use of the public 
choice model. In this study, Kalich (1998) performs case studies of 
facilities in Baltimore, Cleveland and Cincinnati to test two 
hypotheses. First, Kalich proposes that the benefits from incentives 
will be concentrated among a small number of actors, usually the team 
and elected officials. Kalich’s second hypothesis is that costs of 
incentives to taxpayer-voters will be widespread and minimal, thus 
                                                          
6 Substitution effect is a term that names the consequence of a general inflexibility in 
household leisure spending. When household leisure spending is generally inflexible, 
the result is typically that money spent for sporting events is taken from funds 
previously allocated for other leisure spending. Consequently, the net impact on an 
economy from a household would be zero (Seigfried and Zimbalist, 2000). 
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lowering their visibility and the chance that voters will penalize the 
elected officials responsible for the incentives. Based on the three case 
studies, Kalich found that the hypotheses were confirmed. The 
incentives in facility construction deals largely accrue to the team, and 
the elected officials are given praise for their skill in getting things 
done. Additionally, the incentives were structured in such a way that 
they did not disproportionately fall on a critical mass of voters. As a 
result, voter turnout was low, facility opposition groups were poorly-
funded, and elected officials were not punished for perceived poor 
decision-making. 
Studies Showing Both Positive and Negative Economic Impacts 
Although the foregoing studies found that facility construction 
has a generally negative effect on the local economy, in some other 
studies authors have found some interesting positive economic effects 
along with identifying or reiterating negative economic effects. Several 
of these studies are authored or co-authored by prominent sports 
financing scholar Mark Rosentraub and focus on the effect of facility 
construction in the downtown area. 
One of these studies looked at the effect on job growth and 
income of Indianapolis’ strategy to redevelop its downtown using 
sports teams and facilities as key components (Rosentraub, Swindell, 
Przybylski & Mullins, 1994). This study noted that sports-related 
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employment changes were not significant for the economy as a whole, 
but that an emphasis on sports can have a positive impact on job 
creation in both the service and lodging sectors. However, while the 
study found that Indianapolis’ sports-oriented downtown development 
strategy was associated with economic growth, it also found that this 
growth was not more than experienced by other Midwestern 
communities, and did not lead to a greater percentage of high paying 
jobs in the community.  
Two studies that Rosentraub co-authored with Ziona Austrian 
(Austrian and Rosentraub 1997, 2002) used case studies to examine 
the effect of sport facilities on various downtown areas. In the first 
study, the authors looked at the change in the structure and image of 
downtown Cleveland, and assessed the impact of facility construction 
on this change. Beginning in 1989, the Gateway Project to redevelop 
Cleveland’s downtown resulted in the construction of a new basketball 
arena and widely-praised baseball stadium—Jacobs Field. Austrian 
and Rosentraub also point out that the downtown area was the site of 
several other new facilities, including the Rock and Roll Hall of Fame 
and office complexes. The authors used pooled time-series analysis to 
assess the change in various economic indicators for the Gateway 
Project area and compared these data to those of other downtown 
areas or other parts of the Cleveland region. The results showed mixed 
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effects. For example, the study found that wage levels in the Gateway 
Project area grew faster than those in Cuyahoga County and 
Cleveland’s Primary Metropolitan Statistical Area (PMSA). However, 
the study also found that while percentage increase in the number of 
jobs in the Gateway Project area in 1989-1992 was greater than that of 
Cuyahoga County and the Cleveland PMSA, this did not hold true for 
1992-1995. 
The second study, which looked at the downtown areas of four 
Midwestern cities, found similarly mixed effects. For example, the 
study found that Cleveland and Indianapolis, which had a significant 
sports and hospitality component to its downtown redevelopment 
strategy, had more success in maintaining the downtown share of 
regional jobs from 1992 to 2000 than Cincinnati and Columbus, Ohio. 
Austrian and Rosentraub (2002) argue that the focus on sports and 
hospitality encouraged other tourism–related downtown employment, 
which helped to stabilize the overall downtown job share for these 
cities. However, the cost of this investment was very large, with 
Cleveland spending over $600 million for three new sports facilities (a 
new football stadium for the Cleveland Browns opened in 1998), and 
Indianapolis’ share of $2 billion in downtown redevelopment amounted 
to just under one-third. 
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However, by focusing on the types of industries that are most 
likely to be affected by facility construction and use, including the 
retail, lodging, and recreation sectors, these three studies miss the 
bigger picture of economic impact. While focusing on retail, recreation, 
and lodging helps to highlight some isolated positive effects of facility 
construction, even these positive effects do not provide much help in 
assessing the overall economic effects of facility construction. Facility 
financing enthusiasts should not over-conclude from a finding that 
those sectors most amenable to positive impact from sports-related 
business actually experienced a positive impact.  
It would be better to look instead at overall measures of 
economic impact, such as overall wage levels or employment rate, to 
assess the impact of construction. Many of the facility construction 
projects are sold as having universal benefits, which are benefits that 
accrue to all members of the community more or less equally (Goetz, 
1990). From a policy perspective, then, it is important to test whether 
the reality of a facility’s economic benefits lives up to the promise of 
universal benefits. However, looking at these sports-related sectors 
could still provide some insight. For example, if research shows that 
the economic impact in these sectors is statistically insignificant or 
significantly negative, these findings provide particularly strong 
evidence that facility construction has not helped a local economy. 
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Rosentraub (2006) adopted this more holistic approach when he 
returned to the study of Cleveland and the effect of a sports 
development strategy on the downtown area. Specifically, Rosentraub 
assessed more general economic indicators such as construction costs, 
job growth, and property values. This study found that some increases 
occurred in downtown construction spending and job growth from 
1992, when the first of Cleveland’s three new sports facilities opened, 
to 2002. However, Rosentraub clearly notes that these results cannot 
be specifically correlated to the sports development strategy. Further, 
downtown property values decreased in 2002 and 2003 to pre-1999 
levels, at least in part due to the higher property taxes imposed for 
facility construction. 
Two articles by Arthur C. Nelson (2001, 2002) also focus on the 
downtown area, and look at whether a downtown facility is more 
economically beneficial than a suburban one. In the 2001 study 
Nelson’s central premise is that locating a sports facility in a central 
business district (CBD) will result in an increase in economic impact 
given the greater variety of economic activity conveniently available in 
the CBD. Conversely, Nelson reasons that locating a site in the 
suburbs will result in a lower economic impact. Nelson defines 
economic impact as an MSA’s share of its state’s income. Based on a 
regression analysis of 43 MSAs over the time period 1969 through 
 32 
 
3
2
 
1994, Nelson concludes that locating a facility in the CBD will likely 
lead to an increase in the MSA’s share of a state’s income, and if 
multiple teams play in the facility the MSA’s share of the state income 
increases further. When a facility is sited in a non-CBD area, the 
situation is reversed and an MSA’s share of state income decreases. 
Further, the decrease deepens if additional teams play in the facility.  
In the second study (2002), Nelson somewhat extends the 
previous study using a similar hypothesis and data. However, in this 
study Nelson uses a Cochrane-Orcutt time-series regression (to combat 
serial correlation associated with the time-series nature of the 
analysis). With this methodology Nelson assesses changes in an MSA’s 
share of its census region’s personal income and durable goods 
manufacturing income for 25 MSAs. Nelson found that an MSA’s share 
of regional income generally rose when a facility was located in a 
downtown area or elsewhere in the central city, and dropped when the 
facility was located in the suburbs. Nelson concludes that no new 
facilities should be built in suburbs.  
This conclusion mirrors Nelson’s premise in the 2001 article that 
facilities should be sited in a CBD due to the greater variety of 
economic activity conveniently available in the central business area. 
By contrast, Nelson opines that most suburban facilities are located in 
remote areas and are surrounded by wide swaths of parking areas, 
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which inhibits the ability for other business to convert game 
attendance into spillover economic benefits.  
However, Nelson seems not to consider that suburban facilities 
need not be surrounded only by a moat of parking lots. For example, 
the Glendale Arena and the University of Phoenix Stadium in 
Glendale, Arizona was adjoined by the Westgate City Center, in which 
shops, restaurants, movie theaters, hotels and condominiums were 
planned components. While the Westgate City Center suffered 
economic reverses, these reverses were due more to the developer’s 
insufficient financial position and the overall economy than the 
inadequacy of the concept: a suburban facility development that 
utilizes the best aspects of the central business district. 
While some economic analyses focus on the importance of 
downtown redevelopment and locating in facility construction, two 
other such analyses take a broader, more conventional approach to 
assessing a facility’s economic impact. One study by Baade (1996) 
partially synopsized the findings from his 1994 study. This study also 
looked at the impact of teams and facilities in 10 MSAs on amusement 
and recreational employment from 1964-1989, as well as reviewing the 
impact of teams and facilities on employment in the commercial sports 
industry for the same 10 MSAs from 1964-1989. Baade found that for 
the 20 total cases under review, the facility had a significant impact on 
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employment in only six cases. A facility’s significant impact on leisure 
employment was found in only one of the ten cases, and the impact was 
negative. However, Baade found that facilities had a significant impact 
on commercial sports employment in five of the ten cases. In three of 
the 20 cases the impact was slightly positive, a direction which, Baade 
notes, was predicted by theory. Still, when Baade ran pooled 
regressions, facilities proved to have an insignificant impact for both 
dependent variables. 
Santo (2005) hypothesized that facilities built in the 1970s, 
which form the subject of many studies that argue against the 
importance of facilities to area economic development, are different in 
character from those of the 1990s and 2000s. Therefore, he argued, 
these studies should be updated to see if their findings hold for the new 
facilities. Santo used data from 19 MSAs from 1984-2001 that added a 
new baseball or football stadium or team, and used regression analysis 
to study the effects of these additions on two variables. The first 
variable is real aggregate income in the MSAs, and the second is the 
MSA’s portion of its region’s real aggregate income. Santo used the 
same method of analysis, a cross-section time-series analysis, that 
Baade and Dye (1990) used, in an effort to determine if the newer 
stadiums yielded a greater economic impact than Baade and Dye had 
found.  
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Santo had mixed results from his analysis. For instance, he 
found that baseball stadiums were significantly associated with an 
increase in MSA aggregate income in five instances, but significantly 
associated with a decrease in MSA aggregate income in two cases. 
Interestingly, Santo found that in the pooled analysis, the presence of 
a baseball stadium had a significant positive effect on MSA income, 
but the presence of a baseball team had a significant negative effect on 
MSA income. Santo also found some significant effects from sports 
facilities and teams on an MSA’s share of regional income. For this 
variable, several isolated variables, including at least one baseball 
stadium, football stadium, and football team, demonstrated a positive 
effect on an MSA’s share of regional income. However, Santo also 
found that for the pooled analysis, only a baseball stadium had a 
significant effect (which was positive) on share of regional income. 
While Santo’s findings were not uniformly positive, they do suggest 
that the economic impact of facilities is greater than Baade and Dye 
found it to be.  
While these findings looked good on the surface, Santo noted 
that his equation that modeled the effects on MSA income was not able 
to fully control for the effects of external economic forces, such as the 
United States’ national recession in the early 1990s and strong 
economic performance in the late 1990s. Further, since several 
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significant negative effects occurred with facilities that opened in the 
early 1990s, and all the significant positive effects occurred in the late 
1990s, Santo’s somewhat positive findings regarding MSA income 
must be treated with caution. Santo reported that his second equation 
better accounted for the design flaws inherent in the first equation, 
since the second equation captured regional income movement as well. 
While this augers better for the results of the second equation, these 
results typically did not show any significant effects at all, positive or 
negative.   
Elected officials sometimes indicate that a new facility will 
enhance economic development, which would encompass appreciation 
in the value of proximate land and other property. Baade (2000) looked 
at the economic impact of facilities by the way the facilities have 
affected property values in the neighborhood around the facility. In 
this study, Baade reviewed seven cities with public subsidies for new 
facility construction from 1992-2000. Baade notes that for most of 
these cities the value of property in proximate neighborhoods increased 
significantly after the facility location announcement was made. 
However, Baade also points out that while appreciation in property 
values for an area close to a sports facility occurs, it is likely only a 
short-term phenomenon due to changes in economic activity around 
the facility as it ages. Baade further argues that this increase in values 
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may be lost to the financing entity if it grants property tax abatements 
to the development area in an effort to host the facility. 
Finally, the one study performed in the media framework is 
Chalip, Green, and Hill (2003), found that media exposure had mixed 
effects on potential tourism in Australia. This study investigates one of 
the leading arguments of facility proponents: the idea that facilities 
attract major sporting events, which in turn offer the equivalent of free 
tourism advertising through the event’s media exposure. The authors 
sampled students in the United States and New Zealand to assess 
whether and how media affects their desire to visit the Gold Coast of 
Australia. For the American students, a telecast of an event in the 
Gold Coast had mixed effects – depressing the student’s image of Gold 
Coast’s natural environment, but improving the student’s perception of 
the Gold Coast as having a well-developed environment. For the New 
Zealanders, the event telecast had no significant effect. The authors 
conclude that calculating the event’s comparable advertising costs to 
assess the event’s economic value can overstate the value of the event. 
This is because the event media may not show much of the host 
destination, and it may not receive very much attention from the 
announcers. 
Generally Positive Economic Impact 
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Of the 23 studies of facilities’ economic impact that were 
reviewed for this dissertation, only one study found a positive impact 
from facility construction – Tu’s (2005) assessment of how the 
construction of Fed Ex Field, home of the NFL’s Washington Redskins, 
has affected residential housing values in Prince George’s County, 
Maryland. Tu assesses the impact of different factors on housing data 
to determine the difference in price between single-family homes close 
to FedEx Field and comparable houses away from the facility. He 
found that before the facility was completed, prices in the area 
immediately proximate to Fed Ex Field were lower than prices of 
comparable units elsewhere.7 However, after the facility was 
completed, the price difference seen earlier had narrowed. Further, the 
closer the home was to the facility the greater the narrowing in home 
values. This suggests that the new facility actually had a positive 
impact on housing values. It is important to remember that Tu uses 
only one case in his study. While Tu makes no effort to generalize the 
findings to other areas, it is a hallmark of facility financing debates to 
use isolated studies such as this one and inappropriately generalize 
the results. 
Interestingly, Tu’s study indirectly suggests that a facility’s 
value to an area may be understated, even after accounting for the 
                                                          
7 This may be one reason that particular stadium site was chosen. 
 39 
 
3
9
 
increase in proximate home values. Tu found an increase in values 
using the hedonic pricing technique, which captures the value of non-
market goods based on the change in value of market goods. However, 
hedonic pricing cannot capture the value that extends beyond those 
living in the proximate areas, such as the facility’s attraction to non-
local visitors. To the extent that sports facilities can be considered non-
market goods and possess an attraction that goes beyond mere local 
interest, their value may actually be higher than suggested by hedonic 
pricing as used by Tu.  
The Non-Economic Costs and Benefits of Sports Facilities 
While most of the major literature containing insight into the 
construction of sports facilities comes from economically-oriented 
studies, there are also several studies from two different frameworks 
that assess the non-economic impact of facility construction. One of 
these frameworks is referred to here as the community benefits 
framework. While the studies that fit into this framework discuss the 
non-economic impacts of facilities or teams, they also included some 
discussion or assessment of their economic impact of facilities or 
teams. It is a testament to the relative unimportance of non-economic 
impact in the literature that few (if any) studies solely assess this type 
of impact. In this section, the author discusses only the non-economic 
aspects of these studies. The second framework is one called fan 
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psychology, a term used here to describe the effects on individuals of 
their sportsfanship.  
Table 3 – Classification of Studies of Sports Facilities’ or Teams’ Non- 
Economic impact  
Framework Facilities or 
teams provide 
a negative or 
neutral non-
economic 
impact 
Facilities or teams 
provide some 
positive and some 
negative non-
economic impact 
Facilities or 
teams provide a 
positive non-
economic 
impact 
Community 
benefits 
 Johnson 
and Sack, 
1996 
 
 
 Crompton, 2004 
 
 Rosentraub, 
1999 
(pp.161-8) 
 Swindell 
and 
Rosentraub, 
1998 
Fan 
psychology  
  Sloan, 1979 
 Zillman, 
Sapolsky and 
Bryant, 1979 
 Wann, Melnick, 
Russell, Pease, 
2001 
 Trujillo and 
Krizek, 1994  
 
 
Unlike studies of economic impact, the studies of non-economic 
impact reviewed below do not fit into the frameworks of public choice 
and media. Also unlike the studies of economic impact, most studies of 
non-economic impact find that the impact is either positive or at least 
partly positive. Only one of the eight non-economic impact studies 
reviewed found a negative impact. This lends credence to the assertion 
by some researchers that intangible benefits, such as improvements to 
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a city’s image, accrue to a city that provides facility financing to 
acquire or keep a major league team.  
Just as some of the foregoing studies of economic impact 
illustrated the impact of sports teams, these teams also have non-
economic impacts, which can in turn have an important effect on the 
outcome of facility financing proposals. For example, as some of the 
below studies indicate, a team can catalyze a certain level of 
identification on the part of its followers. Those who identify with a 
team may be willing to incur additional costs for fear of losing a 
connection with a team, and a piece of their community that is 
important to them. Further, teams are what make sports facilities 
seem useful. It seems clear that a facility that did not host a team 
would not have the direct and indirect economic impact of those 
facilities that hosted one or more teams. Due to this interrelationship 
between the impacts of teams and their facilities, this review of non-
economic impacts will include assessments of both facility and team 
impacts. 
 
 
Negative Non-economic Impact 
The one study which indicates a negative non-economic impact 
resulting from facility construction is Johnson and Sack (1996), which 
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describes the political, social, and economic impact of a tennis facility 
in New Haven, Connecticut over the first five years of its existence. 
Johnson and Sack point out that of all the inherent flaws of economic 
impact studies, few have mentioned that the lack of consideration in 
these studies for non-economic factors is a significant flaw. In the case 
of the New Haven tennis facility, the proposal drew significant 
opposition from the neighborhood surrounding the stadium, which 
feared the negative externalities, such as noise and traffic, inherent in 
the concerts planned for the facility. Consequently, the facility was not 
set up to host concerts, which severely limited its ability to create 
revenue during the 50 weeks in which a major tennis tournament was 
not occurring. Additionally, the tennis facility was a project that 
developers anticipated would bind the community together. However, 
this failed to account for the relatively low interest of New Haven’s 
diverse community in an elite sport such as tennis. Tennis did not 
resonate with most New Haven residents, nor did it create for many of 
the residents a source of entertainment. However, Johnson and Sack 
do not conclude from this that intangible factors related to facility 
construction are unimportant. Rather they note that “a sports facility 
may fail to provide an economic return equal to its financial cost, but 
still be ‘worth it’ if it fulfills a specified role in a larger community 
[economic] development sense” (379).  
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Positive and Negative Non-economic Impact 
Several studies of the non-economic impact of facilities and 
teams have found that there are mixed positive and negative effects. 
Included here are studies performed in both the community benefits 
and fan psychology frameworks.  
The one study in the community benefits framework, conducted 
by John Crompton (2004), plumbs facilities’ potential spillover 
benefits. Crompton posits two alternate sources of non-economic 
facility benefits, enhanced community image and psychic income. 
Crompton suggests that the one which holds the most promise is 
psychic income, which he defines as “the emotional and psychological 
benefit residents perceive they receive, even though they do not 
physically attend sports events and are not involved in organizing 
them” (49). However, Crompton does not actually conduct any research 
to support his suggestion regarding the benefits of psychic income. 
Rather, he uses evidence that is conjectural in nature. Consequently, 
little can be made of his suggestion regarding the psychic income from 
a facility or team until further research can be conducted. 
Crompton’s concept of psychic income forms a conceptual bridge 
between research on non-economic benefits that is conducted in a 
community benefits framework and research conducted in a fan 
psychology framework. Fan psychology is a broad term used to discuss 
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various internal costs that people endure and benefits that they derive 
from their consumption of sports. This concept is similar to Crompton’s 
definition of psychic income as “the emotional and psychological benefit 
residents perceive they receive” from sporting events. However, unlike 
Crompton’s psychic income, which does not clearly delineate the 
psychic costs of being a sports fan, the fan psychology framework 
involves significant discussion of the psychic costs of being a sports fan. 
Researchers in the four following articles discuss various internal 
benefits and costs for sports fans. 
Sloan (1979) looked at various theories regarding the impact of 
sports on fans, and surveyed a sample of basketball fans and football 
fans to test the utility of these theories. The only theory for which 
significant support was found was the so-called Achievement-Seeking 
Theory, which suggests that fans of teams that win will experience 
happiness and fans of losing teams will experience sadness, anger or 
frustration. This theory suggests that fans readily identify themselves 
with the teams that they support, and consider themselves to be part 
of a group that includes the team, whether the team wins or loses. The 
likely result of this is that fans would be pleased if their team won, and 
disappointed if it lost. This is the very conclusion that was reached by 
Zillman, Sapolsky and Bryant (1979), in a study in which the authors 
tested several theories of sportsfanship. The authors also found that a 
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fan will enjoy a team’s failure more if he dislikes it, and will be 
disappointed if this team succeeds. These two conclusions strengthen 
the evidence that fans of a team can form a significant bond of 
identification to that team, and experience both positive and negative 
feelings based on the performance of those teams.  
Wann, et. al. (2001) provide a broad review of the literature on 
the psychological effects of being a fan (pp. 155-178), and show that 
researchers have established or suggested a variety of effects. The 
authors note that sports fans have faced several general criticisms, 
including that they are lazy, aggressive, maladjusted, and have poor 
interpersonal relationships. The authors concluded from their review 
that the one justified criticism was that fans displayed aggressive 
behavior, albeit temporary and not associated with a deeper 
personality traits. Consequently, sports fans do not seem to be lazy, 
appear to be well-adjusted, and have successful interpersonal 
relationships. Further, displaying aggressive behavior, though a cause 
for some concern, is hardly unique to sports fans. 
The authors also identified an odd paradox in fan psychology – 
fans who strongly identify with a particular team seem to experience 
positive and negative effects from this orientation. On the positive side, 
fans who strongly identify with a particular team are more likely than 
fans with weaker identification to have a healthy psychological profile, 
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yet these strongly identified fans are also the more susceptible to costs 
incurred by associating emotionally with an unsuccessful team.  
The authors discuss several ways that these fans cope with their 
susceptibility to the emotional costs of team support. Fans’ coping 
mechanisms include derogating individuals or groups associated with 
their failing team, imputing the team failure to external factors, such 
as referee bias, or maintaining feeling of superiority to the successful 
team’s fans. While the authors present these methods as ways that 
fans can maintain their psychological well-being, it is questionable 
whether the attitudes these methods reinforce are conducive to 
psychological health. 
Positive Non-economic Impact 
The presence of studies suggesting a positive non-economic 
impact from facilities and teams might be a surprise to those whose 
only exposure is to studies of the economic effects of facilities. 
However, as discussed previously, even some of the economic studies 
suggest that there are certain intangible benefits that accrue from 
construction or renovation of facilities. The first two of the following 
studies were conducted in the economic development framework and 
focus on effects of teams. The third study was conducted in the fan 
psychology framework, and looks at the benefits that facilities bring. 
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Swindell and Rosentraub (1998) and Rosentraub (1999) report 
on a telephone survey conducted in 1996 to assess the intangible 
benefits of Indianapolis’ two professional sports teams, along with the 
benefits of other civic assets such as museums. In this survey, more 
than 1,500 randomly selected respondents were asked to rate the 
importance of the various civic assets in creating pride in their city. Of 
the ten assets or groups of assets that were rated, the city’s 
professional basketball team and professional football team came in 
second and third respectively. The basketball team finished 0.01 points 
behind museums, which were the assets most responsible for civic 
pride. Interestingly, Swindell and Rosentraub note a marked increase 
in pride for each civic asset among those respondents who lived in a 
household where at least one member had interacted with the asset 
(e.g., attended a game). The authors also noted that for several of the 
assets, the value attached to them increased as the number of 
interactions increased. The authors do not posit causation (in either 
direction) between attending an asset event and valuing that asset, but 
note that the correlation itself has significant policy consequences. 
Specifically, the authors conclude that those who interact with an asset 
should pay more for its support than those who do not. However, the 
authors also note that the positive spillover effects accrue even to those 
who do not interact with assets, and therefore it is not unreasonable 
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for these people to contribute some lesser amount to ensure that the 
asset remains strong. This assessment accords with Johnson and 
Whitehead’s (2000) CVM findings that some people who do not attend 
games still receive a benefit from the facility or team.  
The study from the fan psychology framework focuses on 
reminiscences from fans of times that have passed. Trujillo and Krizek 
(1994) conducted observations and interviews of fans attending the 
final series of games in two ballparks that were closing. The authors 
note that for some fans the ballpark literally becomes a community, 
where people work, play and celebrate. In this community, the fans 
developed important, long-lasting relationships, or cemented life-long 
bonds, including marriage. Similarly, some fans reported the ballpark 
was the setting for special, long-cherished rites of passage. For these 
fans, the attachment to the ballpark was very strong, and for fans 
experiencing similar feelings the question of whether a facility should 
be built or, more importantly, whether an existing facility should be 
maintained, will probably never be reducible to a question of economic 
costs and benefits. 
Description of Facility Acquisition 
While the majority of studies that look at sports facilities assess 
the effects of construction, some other studies attempt to ascertain 
what characterizes the process for acquiring a sports facility. In this 
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section, which concludes the review of facility financing literature, the 
author discusses five studies that used a case study approach to probe 
and analyze the way that renovation or construction of a facility has 
been attained (see Table 4). These studies use a variety of frameworks, 
and most of these studies adopt a framework other than economic 
development.   
Table 4 – The Process for Acquiring a Facility  
Type of process 
analyzed 
Study Frameworks: Explicit 
(Implicit)8 
Description of 
facility 
acquisition 
process  
 Blair and 
Swindell, 1997 
 Brown and Paul, 
1999 
 Bachelor, 1998 
 Friedman and 
Mason, 2005  
 Sidlow and 
Henschen, 1998 
 
 Economic Development; 
(Urban Regimes) 
 Interest Group Theory 
 Policy Development 
using Solutions Sets; 
Regime Theory  
 Stakeholder Theory; 
(Public 
Entrepreneurship) 
 Agenda-setting; Policy 
Development; 
Implementation 
 
Two of these studies review the 1996 referendum that resulted 
in new football and baseball facilities in Cincinnati. The first study, by 
Blair and Swindell (1997) had two major thrusts. First, the authors 
provided an account of the events leading up to the referendum, and 
then they critiqued the economic impact study that framed much of the 
discussion. Their discussion of political developments is implicitly 
                                                          
8 Implicit perspective is not specifically acknowledged in the source, and is based on 
the author’s analysis. 
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within the urban regime framework. Urban regimes can be 
conceptualized as a small coalition of business and popular interests 
who engage in trade-offs to create and implement economic 
development policy (Stone, 1987). In Cincinnati, the authors tell us, 
business leaders, such as the owners of the Cincinnati Bengals, the 
Cincinnati Reds, and members of the Cincinnati Business Committee, 
combined with civic leaders, such as the mayor and county 
commissioners, to push through a financing proposal that required 
financing to be approved by the City Council. This regime suffered an 
important setback when enough residents signed a petition to force a 
referendum. However, the regime bounced back with a key proposal to 
reduce the size of the proposed tax, and to link the sales tax increase to 
a property tax rollback. This helped to erode the strength of facility 
opponents. Also working against the facility opponents was an 
economic impact study that concluded that the net tax burden per 
household of a one-half percent increase in county sales tax, offset by 
increased revenues, would be $33 per year. The impact study undercut 
opposition organized around the cost of the tax, and allowed the regime 
to focus on the potential for development, which is the typical focus of 
urban regimes.  
Blair and Swindell also discussed the economic impact report at 
length, especially with regard to the poor estimations contained in the 
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report. The authors note that the report used small sample sizes to 
generalize to large populations, and incorporated faulty assumptions 
from a facility impact study in Baltimore. Thus, inaccuracies in a 
report for one city informed the assumptions made for another one, 
creating a potential domino effect in which cities are led astray by the 
deficiencies of previous reports. To learn the extent of the Cincinnati 
impact study’s shortcomings, the authors re-estimated the impacts of 
the baseball facility using an approach suggested by Noll and 
Zimbalist (1997a). Under this approach, the authors used a more 
conservative multiplier effect, and focused on using only estimates of 
income from out of the area rather than displaced internal 
expenditures.9 After recalculating the impacts, the authors estimated 
that the baseball facility would create about $31 million in new area 
income and 2,307 jobs, far below the original impact estimate of $76 
million in new area income and 5,757 new jobs. 
A second study of the 1996 Cincinnati referendum was 
conducted by Brown and Paul (1999). This study explicitly reviewed 
the process leading to the referendum from an interest group 
perspective. In their study, the authors found that those who stood to 
benefit the most from the referendum were the ones who contributed 
                                                          
9 The multiplier effect is the extent to which initial spending in an economy 
generates additional spending. The multiplier effect can be misstated easily to inflate 
measures of economic impact. (Rosentraub, 1999) 
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the most financially to the proponents’ efforts. These included the 
Cincinnati Bengals, real estate interests with a stake in downtown 
redevelopment, financial institutions who would participate in the 
bond sale, and Cincinnati flagship corporations who were interested in 
“protecting the business climate of the city” and their role as civic 
leaders (Brown & Paul, 1999, 232). Additionally, proponents benefited 
from the support of local organizations such as the Chamber of 
Commerce and Cincinnati Business Community. Further, the mayor of 
Cincinnati and one of the commissioners were particularly outspoken 
in their support of the facility referendum, and cultivated the support 
of Ohio’s governor to help convince undecided voters. Opposition 
groups, on the other hand, were largely volunteer-based, were poorly 
organized, and were greatly underfunded. Interestingly, though the 
authors avow an interest-group perspective, their findings dovetail 
nicely with the key contention of urban regime theorists – that 
physical redevelopment of the city is work done by a coalition of public 
officials and self-interested business elites. 
Two other studies also reviewed the facility acquisition process 
in a single city. Bachelor (1998) assessed how baseball and football 
facilities were conceived as solution sets for Detroit. Bachelor defines 
solutions sets as policy prescriptions whose availability generally 
precludes analysis of underlying problems (89). Solution sets are 
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attractive, Bachelor (1994) argues, in part because of the incomplete 
information available about the efficacy of particular economic 
development policies. Because of this uncertainty, public officials tend 
to address problems by utilizing approaches that have been tried in the 
past. Bachelor (1994, 1998) argues that urban economic development 
policy tends to use the same techniques (the solution set) regardless of 
how well these techniques apply to the problem to be addressed. 
For Detroit’s governing coalition, sports facilities were a 
convenient solution set because they fit into a mold cast by previous 
industrial development projects. Thus, while the proposals to build 
new baseball and football facilities may have seemed new, it was 
actually a continuation of an old urban strategy. The main difference 
in the case of Detroit was that the sports facilities promised even more 
uncertain payoffs than previous development projects, such as the 
assembly plant projects of the early 1980s.  
A secondary, but still important, part of Bachelor’s (1998) 
analysis is that cities are governed by regime coalitions, who have a 
vested interest in perpetuating the same old solution sets, which 
typically result in wealth-maximization for the private sector and 
reinforcement of political power for the public officials. Bachelor 
contends that these proposals are marketed on their intangible 
benefits, such as redeveloping the downtown core and rehabilitating a 
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city’s image, which enhances the chances for implementing economic 
development policies whose economic benefits are uncertain. Thus, the 
purported intangible benefits yield material benefits for both the 
private actors, whose wealth is positively affected, and public officials, 
whose political position is enhanced by the perception that they have 
been proactive in successfully addressing urban problems.    
In a case study of facility acquisition in Nashville, Friedman and 
Mason (2005) look at how the mayor, Phil Bredeson, worked to bring 
his strong pro-development vision into reality by managing various 
stakeholders. Although not explicitly, the authors also illustrate how 
Bredeson typified a public entrepreneur in action. Schneider and Teske 
(1995) define a public entrepreneur as one who is alert to 
opportunities, willing to take risks, and able to organize others to 
achieve his or her vision. Bredeson saw opportunity in luring an NFL 
team, the then-Houston Oilers, to Nashville by building them a new 
facility. This would help to enhance Bredeson’s vision of re-
development through cultural and entertainment amenities. It would 
also help to create positive feelings on the part of the citizens of 
Nashville, as it would elevate Nashville to big-league city status and 
possibly allow Bredeson to become governor.  
To accomplish this, Bredeson worked to build the support of 
various stakeholders, such as the business community, the state 
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legislature, and the community at large, for the construction of a new 
facility. Bredeson also took a significant risk in order to secure $79 
million in financial support from the state of Tennessee, by giving 
them veto power over the deal he negotiated and promising that 
Nashville would indemnify the state if the Oilers left before their lease 
ended.  However, risks are also opportunities, and Bredeson was able 
to capitalize on the opportunity for more funding by convincing the 
Oilers to make significant promises that would mollify Tennessee 
legislators and earn financial support that helped avoid a referendum 
on new, direct taxes (Friedman & Mason, 2005). 
Unlike the single case focus on the foregoing studies, Sidlow and 
Henschen (1998) looked at four cities to learn common lessons on how 
sports business gets on the government policy agenda, how policy is 
developed, and ultimately how it is implemented. The authors 
concluded that the common denominator in each of the four cities was 
strong leadership, crucially governmental leadership, which took 
advantage of policy windows to create a consensus necessary to develop 
a facility proposal and guide it through to implementation. The 
authors also point out that the intangible, symbolic value of keeping a 
team was a powerful inducement to action for politicians who feared 
paying a heavy political price for “losing a team.”  
Tourist Cities 
 56 
 
5
6
 
The tourist city literature highlights a critical finding of the 
facility financing literature, specifically that the biggest economic 
impact created by sports facilities comes when people outside the city 
or region spend money on tickets or stadium concessions. Tourist 
spending is important because it results in a net gain for the local 
economy. Resident spending, on the other hand, generally involves 
money that residents would have spend somewhere in the city anyway.  
The concept of tourist cities, according to Fainstein and Judd 
(1999), can be traced back to the late nineteenth and early twentieth 
centuries, when “what transformed mere travelers into tourists was 
the rise of an industry that defined, organized and commodified 
‘tourist’ experiences” (Fainstein and Judd, 1). The authors argue that 
tourism has become a strong part of the global economy, and supports, 
directly or indirectly, a host of jobs. This is partly due to rising 
affluence and leisure time. Cities have noticed this and begun vying for 
a piece of this economic pie by consciously working to attract these 
visitors. While some cities have great cultural or historical attractions, 
others must manufacture attractions or offer a transcendent 
experience. The authors argue that this helps to explain why some 
cities spend a great deal of public monies to build or develop structures 
that attract tourists, and why the sale of items that serve as memory 
tokens is important to an area. 
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 As discussed in Judd (1999), Judd (2003), and Perry (2003) cities 
use a variety of structures to enhance their competitiveness for 
tourists, including sports facilities, convention centers, convention 
hotels, festival malls, waterfront development, pedestrian malls, and 
entertainment districts.10 Judd (2003) also notes that these structures 
are often enclosed or well-policed to better attract tourists to an urban 
environment they might consider questionable. These somewhat 
artificial qualities help reinforce the idyllic image of the city.  
 While providing public funding for a sports facility might better 
position a city to attract tourists, the facility may also create some 
economic problems. Euchner (1999) notes that the tourism industry 
has some concerns about some of the financing methods used to build 
sports facilities. For example, some facilities are built using a tax on 
hotel or motel rooms, or on rental cars. Not only is this a disincentive 
for tourists, but it places the burden of facility financing on people who 
likely will not go to a sporting event in the city they visit. Euchner 
cites a study commissioned by the International Association of 
Convention and Visitors Bureaus, which shows that less than one 
percent of convention visitors attend sporting events. This is partly due 
to the prevalence of convention-sponsored activities, and partly due to 
the relative scarcity of single-game tickets to high-profile sporting 
                                                          
10 Dennis Judd (1999) describes festival malls as enclosed areas that provide an array 
of shopping and entertainment activities. In the tourist city, according to Judd, 
festival malls can be important elements of downtown development. 
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events. Euchner also notes that facilities are almost never the result of 
a master plan to enhance tourism, but tourism is used as a respectable 
cover for capitulating to the demands of teams.11 
 However, Johnson’s (1991) case studies of several communities 
that have financed minor league baseball facilities found that the cities 
used some type of economic development logic in their sports 
investment and that they pursued specific outcome goals. For example, 
cities looked for strategic ways to locate the stadiums to enhance 
development or to mitigate development costs, such as land purchase. 
Cities also looked at stadiums in terms of their impact on community 
image, and their availability as a community resource beyond just 
hosting minor league baseball games. Consequently, Johnson writes 
that “it is this strategic use of minor league stadiums that makes 
minor league baseball important in these communities, not the 
economic activity of the teams” (Johnson, 1991, 318). Johnson’s 
conclusion regarding cities’ use of a strategy when financing minor 
league baseball stadiums suggests that facility development is not as 
haphazard as Euchner believes. Further, it suggests that placing the 
                                                          
11 See Noll and Zimbalist (1997) and Seigfried and Zimbalist (2000) for further 
discussion of the economic advantages held by teams and leagues due to the artificial 
cap major professional leagues place on the number of teams. This advantage creates 
an uneven bargaining situation between teams and cities, and forces cities that want 
to maintain or gain a team to compete with other cities, inflating the cost to the 
winning cities. The cost borne by the winning city is a form of winner’s curse 
(Rosentraub and Swindell, 2002).  
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stadium in a larger economic development context which also includes 
attracting tourists is an appropriate economic development strategy.  
E-government 
 As the internet becomes increasingly important as a means of 
communication between government and citizens, some scholars have 
begun looking at the development of websites and what these websites 
have to say about the priorities and interests of governments. Some 
key findings reviewed below suggest that municipal government 
websites provide intriguing insight into the city’s perspective and what 
the city wants its website users such as citizens, tourists, businesses, 
or potential residents to know.  
Chadwick (2001) was one of the first to suggest that government 
values can be understood from the government’s website. Chadwick 
used the perspective of Murray Edelman to consider the use of the 
internet sites of the President of the United States and the Prime 
Minister of Great Britain. Edelman’s approach allows website 
consumers to understand that symbolic messages can just as easily be 
constructed in cyberspace as in physical space (e.g., government 
buildings). Through the lens of Edelman’s research, Chadwick 
articulated the idea that government websites are arranged 
purposefully, and proper reading can elicit important information 
about the governments’ values and priorities.  
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A key piece of urban research based on website reviews is 
coincidently authored by a scholar named Florian Urban. Urban (2002) 
looked at the websites of 20 world cities that are either global cities 
(e.g., London, New York, Tokyo), or important but secondary cities 
(e.g., Madrid, Buenos Aires, Seoul), to determine the extent to which 
websites are functions of the “real” cities. Urban asserts that the 
websites’ presentation is all part of a larger “image-building effort, 
which is, in the end, targeted to an increase of revenue from tourism 
and investment” (Urban, 2002, 51). For each website, Urban reviews 
the total number of pages on the site and the content of the website, 
including the presence or absence of elements related to tourism. 
Urban had two major findings. First, he found that the largest cities 
generally had the largest number of pages on their websites. Second, 
he found that of nine categories of information on the pages, the 
categories that appeared most often are, in order: administrative 
services; news and events; tourist services; and internal business 
services. 
 Urban’s study is particularly significant for this review because 
the author has drawn on the template used by Urban to create the 
guide used for the author’s website reviews (see Chapter 3). In 
addition, Urban’s study lends some credence to the idea that cities 
consciously manufacture an image for economic development purposes. 
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In this way, Urban echoed the argument made in much of the tourist 
city literature that cities specifically target tourists as part of their 
economic development plan by creating or cultivating an image that 
will be attractive to potential visitors.  
 Chadwick and May’s 2003 article regarding e-government in 
United States, Britain, and Europe applied Chadwick’s 2001 
theoretical explorations by proposing three models of interaction 
between the state and citizens that serve as a foundation for e-
government: managerial; consultative; and participatory. In sum, the 
managerial model of e-government focuses on the government’s 
efficient delivery of information and service to consumers, while the 
consultative and participatory models focus on facilitating citizen 
opinions to government.12 Therefore, websites that focus primarily on 
delivering information to website users are managerial in nature, 
while websites that focus on eliciting feedback to and about the 
government from website users would be more consultative or 
participatory. Chadwick and May reviewed policy statements in the 
United States, Britain, and the European Union regarding the use of 
information and communication technologies and found that the 
managerial model is clearly dominant in all three governments. 
Chadwick and May’s finding regarding the managerial model is 
                                                          
12 The authors do not make an overt dichotomy between citizens and consumers in 
their paper, but the difference in how governments view their constituents is a clear 
implication from the models. 
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significant to the present study, as it is the reason that the author 
chose to survey municipal chief executives regarding their cities’ 
websites. The author discusses more about the survey methodology in 
Chapter 3 of this dissertation.  
Kristin Eschenfelder (2004) conducted an exploratory case study 
of four public agency websites in a large Midwestern state focusing 
particularly on the staff who produced website content. Data for the 
study was drawn primarily from interviews with web staff. The 
primary goals of the study were to look at how web content was created 
and to begin describing the factors that lead to website content.  
While Eschenfelder’s study design limits the generalizability of 
her results, she found some items of particular interest to this 
dissertation. Specifically, she found that managers are critical in the 
creation and approval of web content. Further, Eschenfelder found that 
in situations where the stakes were higher upper-level agency 
managers took on an extensive role in shaping the final content of the 
website. Eschenfelder commented that this managerial methodology 
has the potential to impact public trust by moving more sensitive 
information to less conspicuous portions of the websites, and 
preventing its publication altogether. This analysis feeds into the view 
that government websites are intended more for information 
transmission from government to the governed – Chadwick and May’s 
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managerial model – rather than as an instrument for facilitating a 
dialogue between an informed citizenry and its tribunes.  
Kevin O’Toole (2007) found further support for Chadwick and 
May’s 2003 finding regarding the managerial model. O’Toole tested the 
three models set forth by Chadwick and May – managerial, 
consultative, and participatory – in a review of 658 Australian local 
government websites and in concomitant surveys of local government 
officials. The website review was primarily a survey to look for online 
feedback mechanisms that would help to show evidence of a 
consultative or participatory model of e-government. As a result of the 
review, O’Toole, like Chadwick and May, concluded that the dominant 
e-government model is managerial, reflecting information transfer 
from the government to citizens. Examples of information transfer 
include “basic information about the local area, minutes of council 
meetings, some access to public documents, and minimum contact 
details” (72). O’Toole further suggests that local e-government should 
be developing more sophisticated consultative and participatory 
mechanisms on the website, which would be the next step in 
encouraging a more engaged democratic citizenry.  
  Julianne Mahler and Priscilla Regan (2007) also shed light on 
the extent to which government websites can be read for clues about 
what is important to the government entity. Like Eschenfelder (2004) 
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the authors used interviews of staff members charged with developing 
web content. The interviews were used for two primary purposes. First, 
the authors evaluated the interview data in conjunction with website 
reviews to assess how content on government websites was controlled 
in seven federal agencies. Second, the interviews allowed the authors 
to hone in on factors influencing website content. Specifically, Mahler 
and Regan sought to develop insight into how political or institutional 
influences create the final website content. They hypothesize that 
agency elites and institutional factors, such as the agency’s history and 
culture, would directly affect the final web content decisions.  
Mahler and Regan found that generally agency elites were not 
controlling website content to further their own agendas. Rather 
website content was generated by various program offices, but final 
approval was retained by an agency’s senior management. This finding 
aligns with previous e-government literature that suggests website 
content is a collaborative effort, but that control of the final website 
product is centralized with senior management. The authors noted 
particularly that websites are seen as “the public face of large, complex 
government organizations and the conduit for most of what the public 
knows or can learn about their purposes and capacities” (519). In other 
words, the websites are critical instruments in creating and 
maintaining the public image of the agency. This provides some 
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explanation for why the senior management would want to ensure the 
website content was properly reviewed and approval, since the 
agency’s image and reputation, which are critical political capital, can 
be adversely affected by improper website content. As the authors note, 
there are also institutional factors at play here, including the 
organization’s hierarchy and power structure. In influence of the 
hierarchy is even seen among people who want a more decentralized 
approach, since these individuals are generally lower-level staff whose 
level of responsibility for website content would grow with a more 
decentralized, or less hierarchical, approach to web content production. 
 Wood, Bernt, and Ting (2009) highlighted the importance of 
recognizing the various stakeholders toward which government 
websites are directed. The authors interviewed web staff responsible 
for content at 15 state public utility commissions. The interesting part 
of public utility commissions is that they have a clear mission to act in 
the public interest. However, the regulated industries are still key 
stakeholders, and their interest in the commissions is arguably more 
attentive that the interest of most citizens. The authors found that the 
utility commission websites tended to have the regulated utilities as 
the primary website audience. This finding would not be surprising to 
those readers familiar with George Stigler’s economic theory of 
regulation (Stigler, 1971), and conforms with other findings that 
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websites are not as citizen-centric as perhaps they should be. For 
example, the authors found that while many state commission 
websites solicited consumer complaint feedback, there was almost no 
indication that the technology was being used to analyze the complaint 
information. On the other hand, the authors’ interviews suggested that 
the citizens were not clamoring for more and better information. This 
suggests support for the idea that the most motivated stakeholders are 
the ones that the government website will most effectively serve. 
As in this dissertation, Grodach (2009) identified city websites 
as a source of image development for municipalities. Specifically, he 
looked at city homepages because they are the central point of access 
and therefore the logical place for a city to construct identity. Grodach 
reviewed 67 municipal website homepages as well as homepages for 
the convention and visitors bureaus from the same cities. Grodach 
worked under the belief that municipal website homepages would be 
primarily intended for residents, and convention and visitor’s bureau 
websites would be primarily intended for visitors.  
Based on his analysis, Grodach concluded that cities in fact do 
market and brand themselves through the city website homepage. 
Specifically, cities’ website homepages present images that indicate 
multiple agendas. Cities are trying to attract tourists, as shown by the 
similarity of images on both a typical city website homepage and the 
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homepage of that city’s convention and visitor’s bureau website. 
However, Grodach also found that cities are using the website 
homepages to create a sense of quality of life, thereby targeting 
residents or prospective residents in addition to tourists. More 
specifically, he found that the images that most spoke to quality of life 
related to entertainment activities, local heritage, the arts, or the 
outdoors, suggesting that the appeal to residents was focused on those 
with middle or upper-class tastes.  
Grodach noted that one limitation of his study was the lack of 
insight from city policymakers regarding their impact on the aesthetics 
of the websites. The present study adds this perspective by layering a 
review of city websites with survey results from city executives and 
managers. 
Kim (2010) lends support for both Grodach and Urban regarding 
the use of websites to build the image of a city. Kim reviewed website 
information produced to publicize New Songdo City, Korea, a massive 
urban development begin in the 2000s that has been described as the 
largest urban building effort in the world since Brasilia, Brazil in the 
early 1960s (Kasarda and Lindsey, 2011). Kim notes that web 
materials are constructed to give legitimacy to the New Songdo City 
development, and the author connects the legitimation efforts seen in 
New Songdo City web materials to other themes seen often in 
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municipal websites, including the ideas of quality of life and good 
business climate. These ideas implicitly acknowledge the importance of 
developing images for multiple stakeholders, and the utility of the 
website as a vehicle for delivering images and their underlying 
thematic messages.  
While e-government research is still a nascent field, this sample 
of literature supports three ideas that are particularly important to the 
research reported in this dissertation. First, key pieces of the literature 
suggest that government websites are not an inchoate assemblage of 
information, but are purposeful arrangements of key ideas and 
symbols that are intended to convey particular messages about 
relevant government entities (Chadwick, 2001; Urban, 2002; Chadwick 
and May 2003; Eschenfelder, 2004; Mahler and Regan, 2007; Grodach, 
2009; and Kim, 2010). Second, the articles confirm that government 
websites are amenable to content analysis, which, if done thoughtfully, 
can yield important information about the priorities and foci of the 
relevant governments. The most sophisticated website reviews in the 
above literature use coding schema to allow for better assessment, 
comparisons, and quantitative analysis (e.g., Grodach, 2009). Finally, 
each of the pieces of literature is exploratory in nature, using website 
reviews and information solicitation from key staff to help the process 
of grounded theory development. These methods are appropriate given 
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the e-government literature’s current stage of development, and 
demonstrate that the methods detailed in Chapter 3 are in alignment 
with current methodologies in the e-government literature. 
Economic Development in Small and Mid-Sized Cities 
In his book City Limits Paul Peterson (1981) theorizes that the 
primary interest of cities is increasing their economic gains, by which 
he means that cities try to position themselves as attractive centers of 
economic activity. Peterson notes that cities are also interested in 
relative gains in social prestige and political power. However, he 
argues that increasing economic activity is the area in which the city 
has the most control over positive change, and that increasing 
economic gains has the ability to lead to increased social prestige and 
political power. In this way, Peterson’s argument is a direct 
intellectual descendant of Charles Tiebout’s 1956 theory about how 
cities look to improve revenues by luring new residents who will pay 
taxes and not be a drain on the cities’ services, thereby maintaining a 
sustainable bundle of taxes and services. Peterson’s theory of a city’s 
economic development goal has been very influential in the thirty 
years since City Limits was published, perhaps even more influential 
than Tiebout. However, while Peterson and Tiebout’s models should be 
applicable in cities of all sizes, much of the literature on urban 
economic development in cities focuses on large cities. Consequently, 
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the literature on small cities and economic development is relatively 
sparse. This section reviews some studies that have focused on the 
economic development activities of small cities. In doing so the author 
also identifies some areas in which literature on economic development 
in small and mid-sized communities can be further developed.  
Green and Fleischmann (1991) conducted an important study 
regarding smaller cities by looking at economic development in non-
metropolitan communities, as opposed to development in suburban 
areas and central cities.13 The authors hypothesized that central cities 
and non-metropolitan areas would be more aggressive in seeking 
economic development opportunities than suburbs, which often receive 
spillover economic effects from their associated central cities. The 
study’s findings generally confirmed this hypothesis, with non-
metropolitan areas being less likely than central cities to pursue 
economic development opportunities, and more likely than suburbs. 
Additionally, the study looked at what factors motivated the different 
communities to pursue economic development. For non-metropolitan 
communities, regional competition, population size, and the city 
government taking a lead role in development activities were most 
strongly related to pursuit of economic development. 
                                                          
13 Non-metropolitan is a term synonymous with smaller cities that is found in some 
literature on small cities. The U.S. Census now refers to areas that are not large 
enough to be categorized in Metropolitan Statistical Areas as micropolitan areas. 
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 Fleischmann, et. al. (1992) followed up on Fleischmann and 
Green’s (1991) investigation of factors that motivate communities to 
pursue economic development, by assessing the factors that lead to 
differences in local economic development policy among central cities 
and non-metropolitan communities. The authors looked at nine 
different types of economic development policy, including: loans; 
financial incentives; activities to attract or retain business; 
revitalization projects; regulatory reform; developmental land 
management; historic preservation; aesthetic improvements, and; 
improvement of facilities. Of these, the authors found that being a non-
metropolitan area was significantly related to four different economic 
development approaches, including facility improvement. Since the 
term facility improvement is defined as including recreational 
facilities, the findings suggest that sports facilities are one element 
important to smaller cities. However, it is not clear whether the 
importance of the facilities depends on whether they are for local 
residents or professional athletes. 
 Another important assessment of small cities was performed by 
Kent Robertson (1999), who focused on downtowns. In this study, 
Robertson conducted a survey of 57 small towns, and an on-site visit to 
5 of these towns, to look at four areas: downtown problems; downtown 
assets; downtown development strategies; and the respondents’ 
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perception of these strategies’ success. On the whole, respondents felt 
that difficulty in attracting new development was the most serious 
problem facing their downtowns, with difficulty attracting people 
downtown on nights and weekends and competition from discount 
stores and suburban malls also rating highly among problems. 
Respondents named a wide variety of downtown assets. The most 
highly rated assets were historic heritage, waterfronts and riverfronts, 
and daytime workforce. Interestingly, sports facilities were not 
considered to be a highly rated asset. Robertson reported 16 assets 
that were most frequently named by survey respondents as one of their 
top three assets, and sports facilities did not appear in the sixteen. 
Further, sports facilities were sixteenth on the list of the 16 downtown 
development strategies most often tried. This suggests that small cities 
may not often use sports facilities as a development asset, and would 
also help explain why sports facilities did not appear on the list of 
cities’ most highly rated assets.  
  While sports facilities were rated low as downtown assets, and 
in their frequency of use as a development strategy, they were more 
highly rated regarding their success as a development strategy. 
Overall, sports facilities were rated as the sixth most successful 
downtown development strategy, with a main street approach, new 
office development, and water front development being listed as the 
 73 
 
7
3
 
most successful strategies. Based on the results of his survey, 
Robertson concluded that creating a sense of place, which includes 
approaches such as historic preservation, a main street approach and 
waterfront development, was the key to a successful revitalization 
strategy. This last finding is interesting, as it suggests that both 
tourists and residents play an important role in the economic 
development growth of a city. Tourist city literature suggests visitors 
are attracted to areas that project a particular image, especially if that 
image creates a feeling of authenticity. In a similar way, residents find 
a sense of place to be appealing, as it enhances the quality of the life 
they are trying to create in their particular city. 
 Robertson’s 2004 assessment of the effectiveness of the Main 
Street approach to economic revitalization continues his inquiry into 
economic development in smaller cities. The Main Street Approach was 
established by the National Trust for Historic Preservation and is 
grounded in a four point plan for revitalization, which emphasizes 
organization, promotion, design, and economic restructuring.14 
Robertson evaluated the extent to which these four elements are used 
                                                          
14 Robertson further develops these four points as follows. 1) Organization—This 
point relates to fundraising; committee structure; membership recruitment; and 
consensus building and cooperation amongst the many businesses, individuals, 
institutions, and government offices with a stake in downtown. 2) Design—This point 
deals with enhancement of downtown's physical assets and visual qualities (e.g., 
buildings, streetscapes, open spaces, waterfronts). 3) Promotion—This point involves 
marketing the downtown to the public, working to enhance its image, and hosting 
events and activities to bring people downtown. 4) Economic Restructuring—This 
point entails strengthening and diversifying the downtown's economic base 
(Robertson, 2004, 57). 
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in small city Main Street programs, and how successful 
implementation of these factors has proven to be. Robertson conducted 
a survey of Main Street managers in various cities, and, after the 
surveys were received, he went on site visits to four of the cities. 
Robertson sent surveys to 100 Main Street managers, and received 40 
survey responses. Robertson’s 40 percent response rate is similar to the 
response rate the author had for his survey of city executives and 
managers. See Chapter 4 for further discussion of the survey response 
rate. 
 Robertson found that the element of the Main Street program 
most used in the 40 communities was promotion, and this element was 
rated the most effective by the Main Street managers. Robertson notes 
that promotion is the easiest of the four elements to implement, which 
may impact not only its prevalence but also the evaluation of its 
success. However, this does not completely undercut the importance of 
promotion, and Robertson particularly discusses the impact of websites 
on promotion. Websites have several advantages as promotional 
vehicles, including their ability to reach a large group of people at 
relatively low cost and their ability to be updated easily. In addition, 
websites can be used to promote highly specific activities in an ongoing 
way. This is particularly an advantage in small cities that have 
historically had fewer methods to communicate with their own citizens 
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or to make themselves known to the wider world. Robertson’s findings 
regarding promotion and the use of websites as an important 
promotion vehicle highlight the criticality of websites to small cities as 
they attempt to market themselves to residents, potential residents, 
and tourists. 
 Filion, Hoernig, Bunting, and Sands (2004) reviewed downtown 
development strategies in towns that they define as small but are 
arguably mid-sized – 100,000 to 500,000 people.15 Among the research 
issues that the authors addressed was what factors lead to successful 
downtowns in the United States and Canada. To conduct this research 
the authors conducted a web-based survey of 859 individuals who were 
faculty members in urban planning, urban studies, or urban 
geography; professional planners; or individuals associated with 
agencies that have an interest in downtown revitalization (e.g., 
Housing and Urban Development regional offices or the Brookings 
Institute). The authors had a 34.4 percent response rate. They followed 
up on the survey results with interviews of 34 survey respondents. 
 The authors found that the key lesson of successful downtowns 
was the importance of attracting people to the downtown area to 
conduct their activities, and then retaining those individuals’ activities 
                                                          
15 The author discusses the concept of small cities and mid-sized cities further in 
Chapter 3. In sum, definitions of small city size vary but small cities are defined in 
this dissertation as those with a population of 50,000 people or fewer. Literature does 
not deal effectively with the concept of mid-sized cities, so there is not a good working 
population range for a mid-sized city. 
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over a longer period of time. Some important elements that the study 
authors identified to assist in attracting and retaining people are a 
university, a government presence such as a state capitol, a historical 
character in the downtown area, and the presence of specialized retail 
establishments. In addition, Filion and his co-authors found that 
having a pedestrian-friendly downtown was an important factor in the 
success of the downtown area. One interesting element that seems 
obvious in retrospect is that the presence of other people attracts 
individuals to the downtown areas. When the downtown appears to be 
an active place, it may seem more interesting to those individuals on 
the lookout for activities. 
 The study findings would seem to limit the options for cities 
without a strong government presence or a university, but many cities 
still have some historic elements and efforts can be taken to develop 
areas that are pedestrian-friendly. In addition, any city can provide 
activities that attract people downtown, in an effort to encourage 
individuals who are looking to others for recreational leadership. Each 
of these elements speaks to the importance of developing a good 
quality of life for residents, and may also help to bring in tourists along 
with their economic impact.   
 The intersection of sports and economic development in small 
towns is the subject of Mason and Duquette’s 2008 study of six small 
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western Canadian communities that host Canadian Hockey League 
teams. The Canadian Hockey League is a junior hockey league for 16-
21 year olds. In Canada, hockey teams are particularly important in a 
community because hockey is deeply woven into the socio-cultural 
fabric of Canadian society. The study authors took an exploratory 
approach to the study within an urban regime framework, conducting 
interview with individuals they identified as being part of the 
communities’ regimes. In addition, like Robertson (1999) the authors 
conducted site visits to better understand the local environment. 
 Based on the interview data, the authors identified some 
important assets that seemed to accrue to the communities. One of 
these was the influx of out of town visitors to spend money in town, 
which includes the individuals traveling in town as part of the visiting 
team. This provides a clear economic impact, because it introduces 
money not already in the local economy. As a result there is no 
substitution effect, which is responsible for some overstatements of 
sports’ economic impact. In addition, local businesses are able to 
leverage the team’s existence in the community by using team 
members in commercials or touting their association with team 
through the strategic acquisition of the right to use the team’s image 
and logos in the businesses’ advertising.  
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The interview data also suggested three non-quantifiable 
impacts. First, the hockey team served as a social hub for the 
community. Second, the media exposure for the hockey team provided 
a source of promotion for the community, providing people who follow 
the teams on television or in the newspapers a source of some 
information about the team’s host community. Finally, the team’s 
presence in the communities provided some leverage for individuals 
who felt that it was important to upgrade community facilities for the 
specific use of the hockey team. 
In summary, the interview data suggested that the team and 
sports facilities were boons to the community. However, the reasons 
given for why the teams and facilities were so important parrot the 
rationale offered by proponents of sports-related economic development 
in larger cities. Given the economic impact studies reviewed earlier in 
this chapter, one might assume that leadership in smaller cities is 
falling into the same trap as larger cities. However, Mason and 
Duquette smartly avoid arguing the correctness of interview subjects’ 
perceptions regarding reasons why teams and facilities are beneficial. 
Instead, the authors note that the case study experiences recounted in 
their study illustrate the importance of sports as part of a larger 
overall development strategy. Part of the reason why sports can be 
useful, the authors argue, is that sports can help create a positive 
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image of the community. By identifying and emphasizing the elements 
common to the team and the community as a whole, the impact of the 
team on the community’s image can be strengthened. This suggests the 
importance of a comprehensive economic development strategic plan, 
developed with input from multiple groups, including the city 
government.  
Arthur Johnson (1998) also looked at the impact of sports on 
development in cities, by assessing the impact of minor league baseball 
stadiums. Johnson did not specifically look at small and mid-size cities 
because his subject was minor league baseball, and some minor league 
baseball host cities, such as Tucson, Arizona, which had a population 
of about 520,000 in 2010, are arguably large cities. However a number 
of the cities that Johnson highlights in his piece, such as South Bend, 
Indiana (2000 population of 107,789); Frederick, Maryland (2000 
population of 52,767); Hoover, Alabama (2000 population of 62,742); 
and Harrisburg, Pennsylvania (2000 population of 48,950) were clearly 
not large cities at the time the article was published. Johnson’s piece is 
even more anecdotal and analytical than the exploratory research 
studies reviewed above, but his thoughts still provide some additional 
insight into the possible utility of minor league baseball stadiums to a 
city.  
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Johnson argues that even if minor baseball stadiums do not 
return a dollar for dollar investment for the community, they can still 
provide some value to the community if they are used appropriately. 
For example, stadiums should be built as part of a larger economic 
development plan and linked to specific objectives, such as anchoring 
the downtown area or opening new land for development. The 
stadiums in South Bend, Indiana and Harrisburg, Pennsylvania were 
sited for the purpose of stimulating redevelopment. In addition, 
Johnson suggests that baseball stadiums, along with the team can 
enhance community self-image and civic pride. To do so, local 
governments need to aggressively promote the team and stadium when 
the opportunity arises. This includes using community events for 
promotion, and linking other parts of the business community to these 
community efforts. Johnson’s concept of marketing the team and 
stadium is important to this study, as it suggests that local 
governments in minor league baseball host communities should be 
using websites as a promotional tool for the team and stadium.  
 Finally, two studies of small towns looked at the impact of 
theme-related development in small communities. Thomas Paradis 
(2002) performed a case study of UFO-themed development in Roswell, 
New Mexico. Roswell is the site of a 1947 occurrence that has become 
embedded in popular culture as the “Roswell Incident,” in which an 
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unidentified flying object crashed and living creatures not from Earth 
were purportedly recovered. Paradis looked at how a small group of 
individuals leveraged Roswell’s widespread notoriety as a result of this 
incident to create commercial development marked by UFO and alien 
themes. Paradis made an argument that the push for development was 
the result of a local growth coalition, but he shows how various local 
forces pushed back against development viewed as inappropriate given 
the town’s history and culture.  
 Heather Mair (2009) developed a similar case study of Vulcan, 
Alberta. Canada. Vulcan is a largely agricultural town that faced 
economic hardships related to a downtown in locally-based agricultural 
industry. Though the town has seen some economic improvement due 
to an uptick in locally-based oil and gas activities, town leadership felt 
that some additional improvement in the economic base was required. 
The solution was to partake in the international cultural phenomenon 
of Star Trek, using the town name Vulcan, which is the racial 
background of critical Star Trek character Mr. Spock, as the 
springboard for themed-tourism development. Like Paradis, Mair 
found that the effort to develop Star Trek theme-related development 
was resisted by various local forces who resisted development they 
viewed as unbecoming the town’s history and culture.  
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 The studies of small town economic development reviewed above 
provide important meaning for the present study of how small and 
mid-sized town view their minor league baseball teams. First, the 
studies reviewed in this section were conducted from an exploratory 
perspective. Specifically, methods included case studies, surveys, and 
interviews with individuals determined to be key to the process under 
review. This methodological approach is reasonable, given the 
nascence of small town economic development literature. As discussed 
in Chapter 3, the dissertation’s research methodology is similarly 
exploratory is nature; thus, the methodological approach is within the 
mainstream for the small and mid-sized economic development 
literature.  
Second, the literature highlights the importance of thoughtful 
strategy in creating a plan for economic development, whether that 
plan involves sports-related development, and Main Street approach, 
or development that leverages an association with a larger cultural 
phenomenon. A large part of that thoughtful strategy is promotion, as 
noted by both Johnson (1998) and Robertson (2004). When particular 
elements of the economic development strategy are effectively 
promoted, the strategy is more effectively implemented. One way that 
promotion can occur is through the city website, and the articles 
presented above suggest that effective promotion on the local 
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government website can help further the economic development 
strategy’s success.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
CHAPTER 3 
METHODOLOGY 
As discussed previously, the dissertation methodology detailed 
in this chapter allows me to extend the literature with respect to 
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potential benefits of sports facilities, by allowing an assessment of 
whether minor league baseball stadiums are important to the self-
image of a city, and whether a city intends to use these stadiums more 
for residents of a city or for tourists. Further, the methodology allows 
me to extend the literature regarding municipal e-government and the 
economic development activities in small and mid-sized cities. The 
primary aim of the dissertation research is to further understand civic 
pride as a possible factor in explaining why cities continue to support 
public financing for sports facilities despite research showing that 
facilities’ economic impact is low or non-existent.  
 This dissertation’s methodology is self-consciously exploratory 
and descriptive, which conforms with e-government literature (e.g., 
Urban 2002; Chadwick and May, 2003; and Grodach, 2009) and 
literature on economic development in small and mid-sized cities (e.g., 
Robertson, 1999; Robertson, 2004; and Mason and Duquette, 2008) as 
well as some of the literature that looks at the non-economic costs and 
benefits of facility financing efforts (e.g., Trujillo and Krizek, 1994; 
Crompton, 2004). Specifically, the author used two approaches to 
conduct this exploratory research into the extent to which communities 
with minor league baseball leagues evince their civic pride in the 
teams and stadiums: a review of 42 municipal websites and a web-
 85 
 
8
5
 
based survey of city executives and managers for the cities whose 
websites were reviewed.  
Most of the visitors to the city’s website are introduced to the 
site through the main page, and this page helps the visitors form an 
impression of what is important to the city. As discussed in Chapter 2, 
a city website appears to reflect what is important to the city 
government. Consequently, the website can be analyzed to glean what 
a city thinks about itself based on what the city decided to present in 
the finite space of its website’s front page. Therefore a city website can 
help a researcher to learn whether, and to what extent, minor league 
baseball teams and stadiums are an important part of a city’s self-
image. In the following sections, both of the proposed research methods 
are discussed in more detail.   
Website Review 
The author’s primary research tool was a review of 42 American 
websites from cities with minor league baseball teams. The reviews 
occurred from March through September 2011. Table 5 contains an 
overview of the 42 cities, including their 2009 estimated population, 
the team that plays in the city, and the level of competition for each 
team.16 The website review takes the form of a content analysis, 
specifically what Hsieh and Shannon (2005) call a directed content 
                                                          
16 Because 2010 census information was not fully available when the research project 
was proposed, the author used 2009 population estimates for the 42 cities in the 
website review sample. 
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analysis. The website reviews were based on previous research and 
analysis in the area of public financing of sports facilities that could be 
extended further. Because literature has already been developed 
around public financing of sports facilities, this research relied on a 
coding scheme the author developed to build on this literature, rather 
than taking the grounded theory approach of reading the websites to 
develop theory. Specific methods for coding are discussed later in this 
chapter.  
The cities whose websites were reviewed were chosen from five 
categories, based on the city’s size and municipal type: large central 
cities, small central cities, large suburbs, small suburbs, and small 
non-metropolitan (or rural) cities. These categories are based on 
previous literature that categorized cities as central cities, suburbs, 
and non-metropolitan areas (e.g., Green and Fleischmann, 1991; 
Lewis, 2001; Liu and Vanderleeuw, 2004). In addition, the author has 
chosen to differentiate cities by breaking them down into large and 
small types. Literature regarding the dividing line between large and 
small cities reveals no consensus on the population point at which a 
city is no longer small, and there is no definition in scholarly or 
government literature of a mid-sized city. A population of 50,000 was 
chosen as the dividing line between large and small cities, for several 
reasons. First, 50,000 is the population figure that is used as the 
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dividing line between small and large cities in a number of studies 
focusing on small cities (see e.g., Ward, 1992; Robertson, 1999; 
Brennan, Hackler, and Hoene, 2005). Additionally, the Office of 
Management and Budget (OMB) uses 50,000 as the dividing line 
between various metro areas and non-metro areas (Office of 
Management and Budget, 2007). It is important to point out that the 
information OMB presents about metro and non-metro areas are based 
on counties rather than cities. However, OMB also provides 
information on principal cities within the metro and non-metro areas. 
Using the OMB designations of metro area and non-metro area also 
allows for consistent criteria that can be applied in assigning cities to 
these two categories. Finally, using 50,000 as the upper limit of a small 
city enlarged the pool of small cities from which to choose.  
Consequently, the author has categorized as large central cities 
those cities with a population at or above 50,000 and which are the 
largest cities in their metropolitan area as designated by the OMB. 
Small central cities are the largest cities in an OMB-designated 
metropolitan area, but have a population below the 50,000 threshold. 
The large suburb label is given to those cities with a population above 
50,000, but which are not the largest city in an OMB-designated 
metropolitan area. Logically then small suburbs are those cities in an 
OMB-designated metropolitan area with a population of 50,000 or 
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fewer, and which are not the largest city in the metropolitan area. 
Finally, non-metropolitan cities are those cities with a population of 
50,000 or less that lie in areas designated by the OMB as non-
metropolitan areas or as micropolitan areas.  
In addition to picking cities according to size and municipal 
type, the author had considered choosing cities from across different 
American regions, in recognition of regional differences based on 
political culture. This impulse drew from the work of Daniel Elazar in 
his seminal 1966 study entitled American Federalism: A View From 
the States, and later expanded by Sharkansky (1969) and Koven and 
Mausolff (2002). However, as he began to look at the cities hosting 
minor league baseball teams, it became evident that there were 
problems with this approach, primarily when a state’s only city with a 
minor league baseball team has a dominant political culture different 
from that identified as the statewide culture. For example, in Colorado, 
the political culture models developed by the authors cited above 
identify the dominant political culture as moralistic, in which the 
culture tends toward placing greater importance on the needs of the 
community than on the needs of individual, and in which government 
is seen as playing a positive role in meeting the needs of the 
community. However, the only Colorado city that hosts a minor league 
baseball team is Colorado Springs, whose political culture is decidedly 
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conservative, with a strong streak of skepticism toward the 
government. As a result of this threat to reliability, the author did not 
use political culture as a lens through which to view all the data 
collected.  
To select the 42 cities with minor baseball teams, data was 
collected on 170 minor league baseball teams in the United States in 
2010. The professional level of these teams range from 
Rookie/Instructional League teams, at the lowest level, to Triple-A 
teams, at the highest level. Information about the cities who host the 
minor league teams was loaded into an Excel spreadsheet. Because 
this research was most interested in the importance of minor league 
baseball to small cities, cities were chosen based on the population 
size. Consequently, the author divided each of the 170 cities by city 
type (e.g., large central city and small suburb), and then sorted each 
type from the least populous city to the most populous. He then 
selected the smallest ten large central cities, the smallest ten large 
suburbs, ten of the smallest eleven small suburbs, the six least 
populous small central cities, and the smallest six non-metropolitan 
areas.  
The “large” cities range in size from 50,000 to 70,548. While this 
range fits the academic definition of “large,” it would not fit many 
popular conceptions of a large-sized city. However, since the present 
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research focuses on small- and mid-sized cities, the author concluded 
that the size of the “large” cities in the sample corresponds to the 
general conception of a mid-sized city. Without an academic definition 
of mid-sized, common sense and experience will have to provide the 
best approximation what constitutes a mid-sized city. 
A quick note on two changes to the sample: During the website 
reviews, the author determined that Moosic, Pennsylvania, a small 
suburb that hosts the AAA Scranton/Wilkes Barre Yankees, did not 
have a local government website. Moosic is a small borough of about 
5,000, but it was still surprising that the municipality did not have a 
website. In addition, during the response period for the web survey, the 
author learned from the mayor of Wappingers Falls, New York that 
despite having a mailing address in Wappingers Falls the Hudson 
Valley Renegades stadium was actually in the neighboring town of 
Fishkill, New York. Consequently, Fishkill, New York was added to 
the sample in place of Wappingers Falls, and the Fishkill website was 
reviewed. The Fishkill mayor was also offered an opportunity to 
participate in the survey, but she declined. More information about the 
survey is contained in the city executive and manager survey section 
later in this chapter. Table 5 on the following pages lists the minor 
league baseball host cities selected for the dissertation’s data sample.
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Table 5–List of Cities in the Research Sample with City Population and Associated Minor League Team 
Type of city City and state 2009 
population 
estimate 
Team name Level at which team 
plays 
Large central city Charleston, West Virginia 50,268 West Virginia Power  A (Low) 
Burlington, North Carolina 51,577 Burlington Royals  Rookie/Instructional  
Casper, Wyoming 54,874 Casper Ghosts Rookie/Instructional  
Idaho Falls, Idaho 55,312 Idaho Falls Chukars  Rookie/Instructional  
Great Falls, Montana 59,366 Great Falls Voyagers  Rookie/Instructional  
Greenville, South Carolina 61,782 Greenville Drive  A (Low) 
Portland, Maine 63,008 Portland Sea Dogs  AA 
Johnson City, Tennessee 63,141 Johnson City Cardinals  Rookie/Instructional  
Jackson, Tennessee 63,732 Jackson Generals  AA 
Missoula, Montana 68,876 Missoula Osprey  Rookie/Instructional  
Small central city Salisbury, Maryland 28,327 Delmarva Shorebirds  A (Low) 
Williamsport, Pennsylvania 29,304 
Williamsport 
Crosscutters  A (Short-Season) 
Myrtle Beach, South 
Carolina 31,968 Myrtle Beach Pelicans  A (High) 
Rome, Georgia 36,031 Rome Braves  A (Low) 
Norwich, Connecticut 36,639 Connecticut Tigers  A (Short Season) 
Burlington, Vermont 38,647 Vermont Lake Monsters  A (Short-Season) 
Large suburb Jupiter, Florida 50,606 Jupiter Hammerheads  A (High) 
Lake Elsinore, California 51,099 Lake Elsinore Storm  A (High) 
Bowie, Maryland 53,417 Bowie Baysox  AA 
Bradenton, Florida 53,973 Bradenton Marauders  A (High) 
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Pasco, Washington 58,647 Tri-City Dust Devils  A (Short-Season) 
Frederick, Maryland 59,644 Frederick Keys  A (High) 
North Little Rock, Arkansas 60,140 Arkansas Travelers  AA 
Daytona Beach, Florida 63,795 Daytona Cubs  A (High) 
Fort Myers, Florida 64,674 Fort Myers Miracle  A (High) 
New Britain, Connecticut 70,548 New Britain Rock Cats AA 
Small suburb Zebulon, North Carolina 4,875 Carolina Mudcats  AA 
Fort Mill, South Carolina 10,701 Charlotte Knights  AAA 
Elizabethton, Tennessee 13,757 Elizabethton Twins  Rookie/Instructional  
Aberdeen, Maryland 14,099 Aberdeen IronBirds  A (Short-Season) 
Vero Beach, Florida 17,035 Vero Beach Devil Rays A (High) 
Bristol, Virginia 17,690 Bristol White Sox  Rookie/Instructional  
Niles, Ohio 19,122 
Mahoning Valley 
Scrappers  A (Short-Season) 
Eastlake, Ohio 19,733 Lake County Captains  A (Low) 
Fishkill, New York 21,449 
Hudson Valley 
Renegades  A (Short-Season) 
Geneva, Illinois 24,391 Kane County Cougars A (Low) 
Non-metropolitan 
area 
Princeton, West Virginia 6,259 Princeton Rays  Rookie/Instructional  
Bluefield, West Virginia 11,069 Bluefield Orioles  Rookie/Instructional  
Batavia, New York 15,144 Batavia Muckdogs  A (Short-Season) 
Greeneville, Tennessee 15,336 Greeneville Astros  Rookie/Instructional  
Kinston, North Carolina 22,056 Kinston Indians  A (High) 
Burlington, Iowa 25,527 Burlington Bees A (Low) 
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Coding Methodology 
To review the municipal websites, a coding scheme was 
developed that builds on previous literature and theory related to 
public financing. Table 6 lays out the coding methodology in detail. 
This format is derived from initial research using website reviews 
conducted by the author in a pilot study, but has undergone further 
development.17 
 In this study, the author reviewed the websites for very specific 
elements: information about the city’s minor league baseball team and 
stadium, and information about the extent to which the website is 
targeted toward residents, tourists, and businesses. 
Table 6 – Coding Methodology for Website Review 
Website characteristic 
under review 
Coding Scheme 
Information about teams 
and stadiums 
 The presence of 
information about a 
minor league team or 
team members 
 The presence of 
information about the 
minor league stadium 
 A picture of the team or 
team members 
 A picture of the minor 
league stadium 
 When information about or a 
picture of the team or 
stadium is visible on the 
website’s front page when a 
user first opens the site, 4 
points are awarded. 
 When information about the 
team or stadium is on the 
website’s front page when a 
user first opens the site, but 
is not immediately visible, 3 
points are awarded. 
 When information about the 
team or stadium is one 
mouse click away from front 
                                                          
17 The author performed the pilot study in his second comprehensive exam, which he 
defended in March 2008. 
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page 2 points are awarded. 
 When information about the 
team or stadium is two clicks 
away from front page 1 point 
is awarded. 
Information about how 
data is directed to various 
groups through the 
website.  
 
Groups include the 
following: 
 City residents only 
or primarily 
 City residents or 
others, such as 
businesses or 
visitors, in roughly 
equal measure 
 Tourists or visitors 
only or primarily 
 Businesses only or 
primarily  
 
 Percentage of front page 
links for residents only or 
primarily 
o .1 points per one 
percentage point 
(maximum of 10 
points) 
o Links for residents 
include those with 
word “residents” 
“citizens” or that 
provide government 
information 
o Bonus point for each 
website picture 
primarily for residents 
(not including team or 
stadium) 
 Percentage of front page 
links for residents or others 
o .1 points per one 
percentage point 
(maximum of 10 
points) 
o Such links include 
traffic, weather, event 
information, etc. 
 Percentage of front page 
links are for businesses only 
or primarily 
o .1 points per one 
percentage point 
(maximum of 10 
points) 
o Looking for terms 
“business,” “business 
development” 
“economic” “economic 
development” 
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“development” or 
information about 
potentials bids or 
requests for proposal 
(RFPs) 
o Bonus point for each 
website picture 
primarily for 
businesses (not 
including team or 
stadium) 
 Percentage of front page 
links for visitors only or 
primarily 
o .1 points per one 
percentage point 
(maximum of 10 
points) 
o Looking for terms 
“visitor(s)” or 
“tourist(s)” 
o Bonus point for each 
website picture 
primarily for tourists 
(not including team or 
stadium) 
 
There are two areas in which data was gathered about a city’s minor 
league team and stadium: the presence of information about the team, 
team members, or the stadium; and the presence of a picture of the 
team, team members, or the stadium. In addition, the author assessed 
the location on the website of these pieces of information, ranging from 
immediate visibility when the webpage is opened to availability more 
than two links away from the front page of the website. Because 
marketing and promotion is based on the idea of getting images and 
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text in front of a consumer, the author concluded that when team or 
stadium information is buried deeper within a municipal website it 
indicates a lesser level of importance of the team and stadium to the 
city.  
For the website review, the author looked for the presence of 
information or pictures about the team or stadium at four different 
levels, assigning a score as appropriate. When implementing this 
methodology, it became quickly clear that the amount of information 
about the team or stadium varied significantly. Rather than developing 
a metric for determining how much information about a team or 
stadium is sufficient, the research philosophy for this study was to stay 
true to the spirit of the exploratory research and credit any content 
that provided the website user some marginal increase in information 
beyond zero. Therefore, for the purpose of this dissertation’s web 
reviews, a website could provide the financial history of the stadium on 
the front page of the website and receive the same score as another 
website that provided the name of the stadium and some activity that 
was currently occurring at the stadium.  
For pictures or information that is immediately visible on the 
website front page when the page loaded, a score of four was assigned. 
For pictures or information that was on the front page, but not 
immediately visible when the page loaded, a score of three was 
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assigned. Pictures or information that was located on a page one link 
(or mouse click) away from the front page were assigned a score of two. 
Finally, pictures or information that were located on a page two mouse 
clicks away from the front page were assigned a score of one. Pictures 
or information located deeper in the website received a score of zero.  
As previously discussed, literature inquiring into public 
financing of sports facilities differs regarding the groups who most 
influence the decision to provide public financing. Some literature 
suggests that the facilities are built mainly to attract out of town 
visitors, who provide new monies into a city’s economy, while other 
scholars suggests that city residents (and voters) are the main group 
about whom facility financing decision-makers are concerned. Urban 
regime theory and its close relative growth machine theory propose 
another alternative, suggesting that the facility financing decisions are 
borne from the close alliance between policymakers and business 
interests (e.g., Logan & Molotch, 1987; Stone, 1987; Stone, 1989). 
Under this explanation, policymakers are generally aware that facility 
financing leads to greater benefits to business interests than to the 
taxpayers, but policymakers accept this arrangement because of the 
advantages that business interests confer upon politicians looking for 
re-election or advancement. Gathering information about the group 
toward which the website is primarily directed will provide some 
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grounded insight regarding which of the foregoing theoretical strains is 
most relevant for small and mid-sized cities with minor league baseball 
teams. 
To review the groups that the website targets, the author built 
on theoretical streams sketched above to determine the degree to 
which links and graphics on the website front page are devoted 
primarily to residents, to businesses, or to visitors. Based on the 
author’s previous pilot study, where he found that some website 
elements are not clearly meant for residents, visitors, or businesses, he 
also determined to categorize some items appealing to both residents 
and to one or more other groups. Consequently, the author reviewed 
for this possibility in the present study as well.  
For residents, the author looked for links with the words 
residents or citizens, or links that provided specific government 
information. His thinking was that specific information about the 
municipal government, such as code enforcement information, will be 
primarily useful for residents. For businesses, he originally looked for 
the presence of words that connote economic development including 
business, business development, economic, economic development, or 
simply development. For visitors, the author looked for the links with 
the words visitor(s) and tourist(s). Finally, he looked for items that 
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could appeal to various groups equally, such as traffic, weather, or 
event information.  
As the research progressed, the author found that some ideas 
from the previously proposed methodology had to be altered somewhat. 
For example, the previous methodology did not include links to bids or 
requests for proposal (RFPs) in the category of links primarily 
intended for businesses. Such links are clearly meant primarily for 
businesses. This conclusion was made because although residents may 
be interested in the types of things the City proposes to spend money 
on, the RFP and bid links also led to information about how to respond 
to the bids. In addition, as the author conducted the website reviews, 
he found that some websites have several different links to the same 
page. It would not be appropriate to count each of these links 
separately, since the links would fall into the same categories thereby 
artificially inflating the results for a certain categories. Therefore, all 
duplicative links were removed from the total count of a webpage’s 
links, and all link totals reported in Chapter 4 should be read as non-
duplicative links. 
Finally, the author totaled the number of links that fell into 
each category for each website, and assigned 0.1 points for each of a 
category’s percentage points. Thus if 53 percent of website links are 
primarily for residents, that category received 5.3 points. He also 
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assigned a bonus point to each category for which the website front 
page has an image that clearly fits into the category.   
Survey 
 For American cities, the top executive officer is either a city 
manager, in a council-manager form of government, or a mayor, in a 
strong mayor form of government. Both positions require familiarity 
with the thinking and mood of the local electorate; the city manager 
works for the city council, which collectively represents the city, and a 
strong mayor is elected by the municipality as a whole. Consequently, 
the author concluded that either a city manager or a strong mayor, as 
applicable, is in a position to discuss a city’s minor league team and 
stadium and their impact on the city’s self-image. 
After the website reviews were concluded, the author developed 
and conducted a web-based survey of city managers or strong mayors 
in all 42 cities for which a website review was performed. The research 
methodology originally called for a parallel survey of city webmasters. 
However, upon reviewing the city websites the author found that most 
websites did not provide contact information for the webmaster. 
Because of this logistical obstacle, combined with the typical focus of e-
government literature on the importance of organizational executives 
(e.g., Chadwick and May 2003, Grodach 2009), a webmaster survey 
was not incorporated into the dissertation research. However, 
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Eschenfelder’s (2004) case study of web content developers suggests 
that webmasters could provide some further insight into the 
development of the content and aesthetics of municipal websites. Thus 
research into webmasters’ role in decisions about content and 
appearance of municipal websites is an area that should be developed 
further in future research. 
Before sending out the surveys, the author made an initial 
determination whether each city has a strong mayor or a city manager, 
using information on the municipal website as the primary source. He 
then called each city asking to speak personally with the mayor or city 
manager to talk briefly about the dissertation project and what it was 
intended to accomplish, and to request that they allow the author to 
send the web-based survey to their e-mail address. The author spoke to 
mayors, city managers, or their administrative assistants in all 42 
cities, and all agreed to receive a link to the web-based survey, which 
they could then view and evaluate whether completing the survey was 
feasible and of interest to them. 
The survey was first disseminated on July 17, 2011, using the 
author’s Arizona State University e-mail address, and included a cover 
letter modeled on feedback from Arizona State University’s 
Institutional Review Board (IRB). This feedback was provided prior to 
IRB’s approval of the author’s request to include human research 
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subject (the survey recipients) in his dissertation research. In the cover 
letter he requested that recipients provide feedback by the end of July 
2011. A survey reminder e-mail was disseminated on July 27, 2011. As 
a result of this request for survey responses, administrators in 13 of 
the 42 cities provided feedback, a 31 percent response rate. At this 
point it became evident that in some cases the survey had been 
delegated to the assistant city manager, or some other manager 
associated with the website. The assistant city manager feedback was 
accepted, since assistant city managers are also city executives. After 
much consideration, the author also decided to accept the survey 
responses from the few individuals who were not mayors, city 
managers, or assistant city managers, since these few individuals were 
significantly involved with website development. The different 
individual positions are discussed in more depth in the portion of 
Chapter 4 devoted to reporting and analyzing the survey results.  
Based on a review of literature and feedback from the 
dissertation committee, the author sent out another e-mail request for 
survey feedback from his Arizona State e-mail account on October 15, 
2011. This request went to individuals who had received the initial 
survey request in July but had not responded. The author requested 
survey responses by October 26, and made two follow-up requests – 
one on October 20 and one on October 25. This second round of survey 
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requests resulted in six additional survey responses, including one 
response from a public information officer who finished the survey at 
the request of the city manager, who also partially completed the 
survey. After the second round of survey requests, responses had been 
received from 19 individuals in 18 cities out of the original 42, for a 
response rate of 43 percent.18 The complete list of survey questions 
along with aggregated results is provided in Chapter 4. 
  
                                                          
18 For Burlington, North Carolina both the city manager and the public information 
officer (PIO) provided a response. The PIO responded to the survey at the request of 
the city manager. 
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CHAPTER 4 
RESEARCH FINDINGS AND ANALYSIS 
The website reviews and surveys resulted in some findings that 
were predicted by the literature, and others that were somewhat 
surprising in light of previous research. This chapter describes the 
results of both research elements, beginning with the website reviews. 
After presenting an overview of the findings, an analysis of the results 
that address the research questions is provided and then linked the 
results back to issues raised previously in literature. For the 
convenience of the reader, the research questions are restated here. 
 What can municipal websites tell us about how a community that 
hosts a minor league baseball team values that team and the 
stadium in which it plays. 
 Do cities with minor league baseball teams find the teams and 
stadiums to be an important part of their self-images? 
 Do the images, links, and other information provided on the website 
of cities with minor league baseball teams suggest that the cities 
promote aspects of themselves, including the teams and stadiums, 
more to its residents, tourists, or business interests?  
 What does the information gathered in this research tell us about 
the importance of minor league baseball to small- and mid-sized 
cities? 
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 What do the website reviews and survey results suggest about the 
benefits of having a minor league team and stadium, especially the 
non-economic benefits? 
Website Review – Summary Outcomes for Teams and Stadiums 
The website reviews comprised two different elements, a review 
of information about the minor league baseball team and stadium on 
the website, and a review of the links and pictures on the front page of 
the website to assess whether the links were primarily for residents, 
tourists, businesses, or some combination of groups. This section covers 
the outcomes related to information and pictures of the team and 
stadium provided on the websites. The next section in this chapter 
reviews the outcomes of the present study’s assessment of the 42 
websites’ links and pictures to determine whether the pictures and 
links are targeted more toward residents, tourists, or businesses. 
For the review of information and pictures about the team and 
stadium, each website could receive a maximum of 16 points and a 
minimum of zero points. The maximum point total would be reached if 
pictures and information about the team and stadium appeared on the 
front page of the website without the viewer scrolling down on the 
webpage the view the content. The minimum point total would apply if 
no information about the team or stadium was available to website 
viewers within two pages from the front page of the website. 
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Overall the results of the website reviews revealed that 
information about the minor league teams and stadiums was 
surprisingly sparse, and typically was not presented on the front page 
of the website. The average score for each website was 3.79, while the 
median score was 3.5. Because the average (mean) scores found as a 
result of the website reviews were typically higher than the median 
scores, the author generally discusses the average scores in the website 
review section. This allows the author to highlight the most positive 
outcome, which demonstrates the wide gulf between potential and 
actual outcomes without the possibility of being charged with 
selectively using data that widens the perceived gulf further. 
The highest scoring website was that of Bradenton, Florida, 
which received twelve points out of a possible 16. Eastlake, Ohio was 
the only other municipality whose website scored 10 or higher. At the 
other end of the range, six cities had websites that received a total 
score of zero for the team and stadium information. Three additional 
cities received a total score of one. Table 7 provides scores for each of 
the 42 cities in all four categories. The table is ordered by the highest 
total score. 
Figures 1 and 2, which appear after Table 7, show the 
Bradenton and Eastlake websites, and provide an idea of the 
appearance of a high-scoring webpage. Both of the websites feature a 
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picture of the stadium prominently on the front page of the website, 
toward the top of the page. The Eastlake page weaves in the stadium 
photo to the template of the front page, and the Bradenton website 
features the stadium in a stand-alone photo, with a caption containing 
additional information below the picture. On the Eastlake page various 
pictures appear at the top of the page, and the photo of the baseball 
stadium is one of the pictures. Therefore some website users may not 
see the stadium photo if they are quickly moving from Eastlake 
webpage to another page. However, the presence of a picture at the top 
of the front page of the website was enough to garner the maximum 
score of four regarding stadium photos.
  
 
1
0
9
 
Table 7 – Scores for All 42 Websites for Each of Four Team and Stadium Categories with Type of City and Level of 
Play Information 
Type of City City and State Level at 
which team 
plays 
Information 
about team 
Picture 
of team 
Information 
about stadium 
Picture 
of 
stadium 
Total 
Score 
Large 
Suburb Bradenton, Florida A (High) 3 3 2 4 12 
Small 
Suburb Eastlake, Ohio A (Low) 3 2 1 4 10 
Large 
Suburb 
New Britain, 
Connecticut AA 2 2 1 4 9 
Small 
Central City 
Williamsport, 
Pennsylvania 
A (Short-
Season) 2 2 2 2 8 
Small 
Central City Rome, Georgia A (Low) 2 0 2 4 8 
Non-
Metropolitan 
Areas 
Kinston, North 
Carolina A (High) 1 1 2 4 8 
Large 
Suburb 
North Little Rock, 
Arkansas AA 1 1 1 4 7 
Non-
Metropolitan 
Areas Burlington, Iowa A (Low) 1 1 1 4 7 
Large 
Suburb Jupiter, Florida A (High) 1 1 0 4 6 
Large 
Suburb 
Lake Elsinore, 
California A (High) 1 2 1 2 6 
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Small 
Suburb Niles, Ohio 
A (Short-
Season) 2 2 0 2 6 
Large 
Central City 
Burlington, North 
Carolina 
Rookie/Inst
ructional 
(R/I) 2 2 0 0 4 
Large 
Central City Idaho Falls, Idaho R/I 1 1 1 1 4 
Large 
Central City 
Greenville, South 
Carolina A (Low) 0 1 0 3 4 
Large 
Central City Portland, Maine AA 1 1 1 1 4 
Large 
Central City Jackson, Tennessee AA 2 0 2 0 4 
Small 
Central City 
Myrtle Beach, 
South Carolina A (High) 2 0 2 0 4 
Small 
Central City 
Norwich, 
Connecticut 
A (Short 
Season) 2 0 2 0 4 
Large 
Suburb Fort Myers, Florida A (High) 1 1 1 1 4 
Small 
Suburb 
Zebulon, North 
Carolina AA 1 0 1 2 4 
Non-
Metropolitan 
Areas Batavia, New York 
A (Short-
Season) 2 2 0 0 4 
Large 
Central City 
Charleston, West 
Virginia A (Low) 0 3 0 0 3 
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Large 
Suburb 
Frederick, 
Maryland A (High) 1 0 1 1 3 
Large 
Suburb 
Daytona Beach, 
Florida A (High) 1 1 0 1 3 
Small 
Suburb 
Fort Mill, South 
Carolina AAA 1  1 1 3 
Non-
Metropolitan 
Areas 
Princeton, West 
Virginia R/I 3 0 0 0 3 
Large 
Central City Casper, Wyoming R/I 1 0 1 0 2 
Small 
Central City 
Burlington, North 
Carolina 
A (Short-
Season) 1 1 0 0 2 
Large 
Suburb Bowie, Maryland AA 1 1 0 0 2 
Large 
Suburb Pasco, Washington 
A (Short-
Season) 1 1 0 0 2 
Small 
Suburb 
Aberdeen, 
Maryland 
A (Short-
Season) 0 0 0 2 2 
Small 
Suburb Fishkill, New York 
A (Short-
Season) 1 1 0 0 2 
Small 
Suburb Geneva, Illinois A (Low) 1 0 0 1 2 
Large 
Central City 
Great Falls, 
Montana R/I 1 0 0 0 1 
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Large 
Central City 
Johnson City, 
Tennessee R/I 0 1 0 0 1 
Small 
Central City 
Salisbury, 
Maryland A (Low) 1 0 0 0 1 
Large 
Central City Missoula, Montana R/I 0 0 0 0 0 
Small 
Suburb 
Elizabethton, 
Tennessee R/I 0 0 0 0 0 
Small 
Suburb Vero Beach, Florida A (High) 0 0 0 0 0 
Small 
Suburb Bristol, Virginia R/I 0 0 0 0 0 
Non-
Metropolitan 
Areas 
Bluefield, West 
Virginia R/I 0 0 0 0 0 
Non-
Metropolitan 
Areas 
Greeneville, 
Tennessee R/I 0 0 0 0 0 
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Figure 1—Bradenton, Florida Webpage with Team and Stadium Elements 
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Figure 2—Eastlake, Ohio Webpage with Team and Stadium Elements 
 
 115 
 
115 
Outcomes by Category 
As expected given the overall results, for each of the four 
categories in which a score was assigned regarding the team and 
stadium elements, the average and median scores were relatively low. 
As illustrated in Table 8, the highest average score in any one category 
was in the picture of a stadium category, in which the average score 
was 1.24, but the highest median score was in the information about 
the team category, in which the median score was 1.00. This means 
that on average, the city websites had information about the team or 
pictures of the stadium on the second page away from the website front 
page. This indicates that the level of importance of the team and 
stadium to the municipality is relatively low. 
Table 8 – Average and Median Scores for Team and Stadium 
Elements 
 Information 
about the 
team 
Picture 
of the 
team 
Information 
about the 
stadium 
Picture of 
the 
stadium 
Total 
Median 
score 1.12 0.85 0.63 1.24 3.79 
Average 
score 1 1 0 0.5 3.5 
 
For all of the four categories under review, the Bradenton, 
Florida website was the leader, either by itself or in a tie, for the most 
points. Interestingly, there was only one category in which the highest 
possible score, four, was awarded. This category was picture of a 
stadium, and Bradenton, Florida was one of eight municipalities that 
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received a score of four for this category, meaning that these eight 
cities provided a picture of the minor league baseball stadium in a 
website location that could be seen by the website user upon first 
accessing the homepage. In addition to Bradenton, the other seven 
municipalities were Kinston, North Carolina; Rome, Georgia; Eastlake, 
Ohio; New Britain, Connecticut; North Little Rock, Arkansas; 
Burlington, Iowa; and Jupiter, Florida.  
Kinston’s website, shown in Figure 3, was among the best 
examples of a stadium photo on the front page. Figure 3 has been 
cropped from the top of the website front page to make the stadium 
photo more readable on this page. In actual size the figure shown 
below represents about a quarter of the front page of the website. 
However, Figure 3 clarifies that the stadium photo prominently 
displayed on the city website. 
For the other three categories, information about the team, 
information about the stadium, and pictures of the team, the high 
scores were below four. The highest score in the information about the 
team category was three, scored by Bradenton, Florida and Eastlake, 
Ohio, and the highest score in the information about the stadium 
category was also 3, scored by Bradenton, Florida and Charleston, 
West Virginia. As shown by a score of three, only Bradenton and 
Eastlake had information about the team on the front page of the 
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website, albeit the portion of the website that is not visible to the user 
when the page is first opened. Similarly, only two cities provided 
information about the stadium on the unseen portion of the front page, 
and no cities provided information about the stadium on the portion of 
the website visible to user upon first accessing the page.  
Figure 3 – Stadium Photo on Kinston, North Carolina Website Front 
Page 
 
The highest score in the pictures of the team category was 2, 
meaning that none of the 42 websites provided pictures of the team or 
any of the individual team members on the front page of the website. 
Further, only seven cities scored a 2 in pictures of the team category: 
Bradenton, Florida; Williamsport, Pennsylvania; Kinston, North 
Carolina; Rome, Georgia; Jackson, Tennessee; Myrtle Beach, South 
Carolina; and Norwich, Connecticut. Of the remaining 35 cities, 12 
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scored a one and 23 scored zero in this category, meaning that any 
photos on these websites were at best on a page two mouse clicks away 
from the front page of the website.  
Outcomes by Type of City and Level of Play 
 The outcomes by type of city and level of play showed wider 
variability than the outcomes by four picture and content categories. 
Specifically, the average score by type of city ranged from 2.7 for large 
central cities to 5.4 for large suburbs. There is an even larger 
variability when looking at the scores by the level at which a city’s 
team plays. Cities with a team that plays at the lowest of the six minor 
league levels, the rookie or instructional league level, had an average 
total score of 1.1. Conversely, cities with a team that plays at the third 
lowest level, Low A, had an average score of 5.2. Summary scores by 
type of city are provided in Table 9. 
Table 9 – Average and Median Scores for Type of City 
 Large 
central 
city 
Large 
suburb 
Small 
central 
city 
Small 
suburb 
Non-
metropolitan 
area 
Average 
score 2.70 5.40 4.50 2.90 3.67 
Median 
score 3.50 5.00 4.00 2.00 3.50 
Total 
cities 
by type  10 10 6 10 6 
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When assessing the team and stadium website review outcomes, 
it is striking to see the difference between large central cities and large 
suburbs. The ten large central cities had an average score exactly half 
of the average score for the ten large suburbs. Part of this disparity is 
attributable to the fact that six of the ten large central cities host 
teams in the Rookie/Instructional leagues. The average score in the 
Rookie/Instructional leagues was 1.1 (out of a maximum of score of 16). 
The four large central cities that had teams in a league other than the 
Rookie/Instructional leagues had an average score of 3.75, with a 
median score of 4. 
Another point of interest about the six low-scoring large central 
cities is their location. Four of these six cities are from cities in the 
western United States relatively far from large metropolitan areas: 
Idaho Falls, Idaho; Casper, Wyoming; Great Falls, Montana; and 
Missoula, Montana. While these cities all have populations above 
50,000, the out-of-the-way location of the cities suggests that the 
population of the region, rather than the host city, plays a role in 
determining what at level a city’s minor league baseball team will 
play.  
The spread between the average scores for small central cities 
(4.5) and the small suburbs (2.9), while not as large as that between 
the large central cities and large suburbs, appears significant. The 
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smaller number of cities in the small central city category may play a 
role in the variation. However, having three of the ten small suburbs 
with total scores of zero also plays a role in the spread. Interestingly, 
two of these three cities hosted Rookie/Instructional League teams: 
Bristol, Virginia and Elizabeth, Tennessee. As in the large central city 
category, having a Rookie/Instructional League team appears to be a 
significant factor in whether the type of city has a lower score. Without 
these three small suburbs that scored a zero, the remaining seven 
small suburbs had an average score of 4.14. This average score is more 
similar to the 4.5 average score from the six small central cities.    
While there was no research hypothesis regarding which types 
of cities would have the highest average score, experience suggests 
that cities with a smaller population and fewer recreational options 
might seek to lever more boldly their relationship with professional 
(albeit minor league) baseball. Therefore, it is curious that the non-
metropolitan areas’ average score was well below the midpoint of the 
range of average scores. One possible explanation for this relatively 
low performance is the presence of Rookie/Instructional league teams – 
three of the six cities had a team in the lowest minor league level and 
two of the three cities had a total score of zero: Greeneville, Tennessee 
and Bluefield, West Virginia. Figure 4 on the following page provides a 
look at the entire front page of the Greeneville, Tennessee website, 
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which is an extreme illustration of the limited information provided on 
the website of a city with a Rookie/Instructional league team. 
Figure 4 – Greeneville, Tennessee Website Complete Front Page 
 
While another possible explanation is the lack of resources or 
technical knowhow in the non-metropolitan areas, the Kinston, North 
Carolina website scored a total of eight points, and the Burlington, 
Iowa website scored a total of seven points. Kinston has a High-A 
team, the third highest minor league level, and Burlington has a Low-
A team. While these are higher levels than the Rookie/Instructional 
leagues, Low-A and High-A are not elite levels and do not field many 
players who might serve as individual draws for fans or other members 
of the community. Further, the higher than average scores for some 
non-metropolitan areas suggest that smaller cities may be able to 
overcome resource limitations to highlight their minor league baseball 
connections if they feel that minor league baseball helps to contribute 
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to the quality of life or larger economic development strategy of the 
city. Figure 5 shows the top portion of Burlington, Iowa’s website front 
page, which prominently features the stadium in which the Burlington 
Bees play.19 
Figure 5 – Top Portion of Burlington, Iowa Website’s Front Page  
 One factor that was not reviewed was the demographics of the 
city. If the smaller cities have relatively older residents, then the rates 
of internet adoption may be lower than in the nation as a whole. This 
                                                          
19 Figure 5 does not have any background elements missing, but the spare look of the 
webpage may create questions about how the author saved the website information. 
As he reviewed the webpages, the author generally printed the webpages to PDF 
documents to protect against the possibility that the webpages may change in the 
future. However, in some cases, this action removed some of the background, if the 
background was incompatible with the PDF printer. If printing the pages to a PDF 
document took out some key information, such as a stadium picture that was an 
element in a background of rotating pictures, the author took a screen shot of the 
page and pasted the screen shot to a Word document.  
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would in turn decrease the importance of the internet as a 
communication tool. However, websites have a communication range 
beyond the municipality itself, including the possibility of reaching 
future visitors or potential residents, which suggests that city 
leadership would not cavalierly disregard the importance of website 
development. Further, the importance of e-government continues to 
grow as this study attests. Of the original list of 42 cities in the 
research sample, only one city had to be replaced for lack of a 
municipal website. That these 42 cities are all small or mid-sized cities 
suggests that having a municipal website is considered ordinary 
business in 2011, regardless of the area’s demographics.  
As the author has discussed at length in the review of team and 
stadium results by type of city, the results by level of play indicate a 
significantly depressed average score in the cities with 
Rookie/Instructional League teams. This suggests that professional 
baseball at the lowest levels simply does not matter much to the 
individuals in a community, especially in relatively larger cities where 
recreational options or other receptacles of civic pride can be found in 
greater abundance. The highest average scores were found in cities 
with teams in Low-A (5.17) or High-A (5.11) levels. The six cities in the 
sample with teams at the AA level had an average score of 5.00. The 
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summary average and median scores for the level of play categories are 
provided in Table 10. 
Table 10 – Average and Median Scores for Level of Play 
 AAA AA High-A Low-A Short 
Season-A 
Rookie/ 
Instructional 
Average 
Score 3.00 5.00 5.11 5.17 4.00 1.1 
Median 
Score 3.00 4.00 4.00 5.00 3.00 0.5 
Total 
Cities 
by Type  1 6 9 7 8 
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When developing the concept of this study, the expectation was 
that if variation in city size could be kept somewhat small we would 
see a steady increase in average score by level of play, with the lowest 
scores being in cities with Rookie/Instructional leagues, and 
progressively higher scores being found as you ascend the ladder of 
minor league play, so that the highest average scores are found in the 
cities with a AAA team. As it turns out, the final results were similar 
to this initial expectation, with the caveat that only one city with a 
AAA team was included in the website review sample. That city, Fort 
Mill, South Carolina, scored a 3, thereby ranking above only the 
Rookie/Instructional league category. However, since the AAA category 
had a low sample even in the context of this exploratory study, for the 
purpose of this review of findings the AAA category outcomes are not 
discussed further.  
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The second-lowest level, Short Season A, was the second lowest 
scoring level, with an average score of four. The highest average score 
(5.17) was found in the seven cities with Low-A teams. There was a 
small decrease in the average score when moving up from Low-A to 
High-A and then from High-A to AA. However, this decrease is 
relatively insignificant, and the difference between the average score of 
the Low-A and AA cities was 0.17. One important factor further 
limiting conclusions in this exploratory study is that the total number 
of cities in each categories from Low-A and AA ranged from six to nine. 
At such small n-levels, a difference of one can be important, as is 
shown in the High-A category where one city, Vero Beach, Florida, had 
a total score of zero. This one score reduced the average score in the 
category from 5.75 to 5.11. However, the difference in n-size 
notwithstanding, the degree to which the results conformed to the 
initial expectation that cities will feature more information about 
teams in a higher level of play is worth following up in additional 
study. 
Website Review – Summary Outcomes for Links 
The second part of the website review focused on an assessment 
of the different links and pictures on the website front pages. While the 
review of team and stadium information incorporated information 
located on pages up to two levels below the front pages, the review of 
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links and pictures was limited to those appearing on the front page. 
See Table 6 in the Chapter 3 for a fuller discussion of how the links 
and pictures review was conducted and how the data were coded. The 
following section in this chapter summarizes the findings regarding 
pictures on the website front page. 
In summary, the review of website links and pictures found that 
most websites had a large number of links, and a significant majority 
of the links were primarily for residents. Specifically, the 42 websites 
averaged about 118 separate, non-duplicative links. Of these links, an 
average of about 79, or about 67 percent, could be viewed a primarily 
directed to city residents.  
On the following pages, Tables 11 provides summary findings 
from the assessment of links on the front pages. Table 11 lays out an 
overview of links information for each of the 42 websites. In an effort to 
avoid framing the information in a way that highlights any one 
category of residents, tourists, or businesses, Table 11’s information is 
ordered by the total number of links on the website front page from 
highest to lowest.  
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Table 11 – Scores for Link Information for All 42 Websites  
Type of city City and state Level of play Total 
number 
of links 
Links 
primarily 
for 
residents 
Links 
primarily 
for 
businesses 
Links 
primarily 
for tourists 
Links not 
primarily for 
any one 
group 
Large Central 
City 
Missoula, 
Montana 
Rookie/Instru
ctional (R/I) 449 384 21 1 43 
Large Central 
City 
Burlington, 
North Carolina R/I 274 224 25 10 15 
Large Suburb 
Lake Elsinore, 
California A (High) 227 134 15 1 77 
Large Suburb 
Pasco, 
Washington 
A (Short-
Season) 227 165 27 25 10 
Large Central 
City 
Greenville, 
South Carolina A (Low) 208 139 22 1 46 
Large Suburb Bowie, Maryland AA 207 122 11 2 72 
Small Central 
City 
Myrtle Beach, 
Florida A (High) 199 95 34 0 70 
Large Central 
City 
Johnson City, 
Tennessee R/I 196 114 15 0 67 
Large Suburb Jupiter, Florida A (High) 191 126 28 2 35 
Small Suburb 
Vero Beach, 
Florida A (High) 168 150 0 0 18 
Large Suburb 
Bradenton, 
Florida A (High) 167 128 11 1 27 
Small Central Salisbury, A (Low) 167 114 9 0 44 
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City Maryland 
Small Central 
City Rome, Georgia A (Low) 165 121 12 1 31 
Large Central 
City 
Casper, 
Wyoming R/I 163 86 9 0 68 
Large Suburb 
Fort Myers, 
Florida A (High) 150 49 7 6 88 
Large Suburb 
Daytona Beach, 
Florida A (High) 142 93 13 7 29 
Small Suburb 
Zebulon, North 
Carolina AA 125 112 3 1 9 
Small Central 
City 
Williamsport, 
Pennsylvania 
A (Short-
Season) 123 62 15 2 43 
Large Suburb 
Frederick, 
Maryland A (High) 115 88 1 1 25 
Small Central 
City 
Burlington, 
Vermont 
A (Short-
Season) 115 42 9 8 55 
Large Central 
City Portland, Maine AA 115 90 2 0 23 
Large Central 
City 
Great Falls, 
Montana R/I 107 76 8 5 19 
Small Central 
City 
Norwich, 
Connecticut 
A (Short 
Season) 106 86 6 4 10 
Large Suburb 
North Little 
Rock, Arkansas AA 102 59 5 7 31 
Small Suburb Eastlake, Ohio A (Low) 93 25 5 0 63 
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Large Central 
City 
Charleston, West 
Virginia A (Low) 75 43 6 8 18 
Large Central 
City 
Jackson, 
Tennessee AA 70 44 1 0 25 
Large Central 
City 
Idaho Falls, 
Idaho R/I 65 42 1 0 22 
Non-
Metropolitan 
Areas Burlington, Iowa A (Low) 59 30 2 1 26 
Small Suburb 
Aberdeen, 
Maryland 
A (Short-
Season) 54 45 1 0 8 
Small Suburb 
Fort Mill, South 
Carolina AAA 52 45 1 0 6 
Small Suburb Geneva, Illinois A (Low) 45 24 2 1 18 
Non-
Metropolitan 
Areas 
Batavia, New 
York 
A (Short-
Season) 39 24 0 0 15 
Small Suburb Niles, Ohio 
A (Short-
Season) 37 28 3 0 6 
Small Suburb Bristol, Virginia R/I 35 24 2 0 9 
Non-
Metropolitan 
Areas 
Kinston, North 
Carolina A (High) 33 15 2 1 15 
Small Suburb 
Elizabethton, 
Tennessee R/I 32 12 3 2 15 
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Small Suburb 
Fishkill, North 
Carolina 
A (Short-
Season) 27 15 0 0 12 
Non-
Metropolitan 
Areas 
Princeton, West 
Virginia R/I 16 12 1 0 3 
Non-
Metropolitan 
Areas 
Bluefield, West 
Virginia R/I 16 11 0 0 5 
Large Suburb 
New Britain, 
Connecticut AA 11 10 0 0 1 
Non-
Metropolitan 
Areas 
Greeneville, 
Tennessee R/I 3 2 0 0 1 
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The range of links found in the 42 websites ranges widely, from 
449 to three, as shown in Table 11. Missoula, Montana’s website, 
which featured 449 links, was a significant outlier; the website with 
the next highest number of links was Burlington, North Carolina with 
274. Greeneville, Tennessee, whose website is shown in Figure 4, 
occupied the low end of the range at three total links on the front page. 
Figure 6 shows Missoula’s website.  
Figure 6: Missoula, Montana Website Front Page 
 
The Missoula website is similar to other websites in that the 
number of links immediately visible to the website user is just a 
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portion of the total links on the first page. On the Missoula page, there 
are multiple levels of links available when the user hovers over first-
level links, such as the links to Government, Services, Residents, I 
Want To, and About Us along the top of the webpage. If multiple levels 
of links existed on the front page, each of the non-duplicative links was 
counted in the website’s total.  
The Pasco, Washington website, which ranked fifth in total links 
among the 42 reviewed, provides an appreciation for the significant 
number of links aimed primarily at residents, and layered in multiple 
levels not immediately visible to the user. Figure 7 contains the Pasco 
website’s front page.  
Figure 7: Pasco, Washington Website Front Page
 
Of special note in Figure 7 are the links for Government and 
Residents underneath the pictures along the top of the page. These 
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areas include a multiplicity of links, which cover the various services 
that the Pasco city government provides or that would apply 
specifically to residents. Like many of the websites with the highest 
number of links, Pasco website has groups of links set up along a 
horizontal axis near the top of the page, and along a vertical axis on 
the left-hand side of the page. In the case of the Pasco websites, as well 
as other websites with a high number of front page links, there are 
numerous levels of links that became visible once the user moves the 
cursor over a first-level link. To illustrate, Figures 8 and 9 show two 
levels of links for groups labeled on the horizontal axis near the top of 
the page.  
Figure 8: Pasco Website Front Page with Government Links 
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 Specifically, Figure 8 provides two levels of links related to the 
Government label. In this illustration, the website user is presented 
with fourteen links relate to Pasco city government. Among these links 
is City Departments, which when accessed opens a second level of 
twenty-four links potentially connecting the user to a range of city 
services.  
Figure 9: Pasco Website Front Page with Residents Links 
 
Similarly, Figure 9 illustrates the additional variety of links 
aimed primarily at residents, by showing two levels of links under the 
Residents label. There are fifteen total links on the first level of links 
under the Residents label. Figure 9 shows these fifteen links, and eight 
more on a second level under the link to customer service (utility 
billing), which provides avenues for those households who receive 
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utilities from the city to pay bills, request a refund, get general 
information, or other useful activities. Between Figures 8 and 9, sixty-
one of the links aimed primarily at residents are visible in the first or 
second level of links.  
Website Review – Summary Outcomes for Pictures 
While assessing the websites, the front pages generally did not 
have a very high number of pictures, and those pictures generally 
could not be categorized as primarily for either residents, tourists, or 
businesses.  
Categorizing the pictures proved to be difficult. Pictures that 
were categorized as primarily for residents generally had to do with 
some aspect of municipal government, such municipal buildings or 
police cars and fire trucks. Pictures that were identified as primarily 
for businesses generally contained local businesses as the main focus 
on the picture. For example, a picture that highlighted businesses in 
the main business district of a city would have been categorized as 
primarily for businesses. However, a picture that includes businesses 
in the background, but had a city park in the foreground would not 
have been identified as primarily for businesses. Finally, pictures that 
were primarily for tourists would have to be associated with a website 
area that is clearly labeled for tourists or visitors, or that could be 
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determined was primarily for tourists based on the author’s knowledge 
and information presented on the website.  
Table 12 provides information about the total number of 
pictures primarily for any one group, as well as the total number of 
pictures in the categories primarily for residents, primarily for 
businesses, and primarily for tourists. Only 20 of the 42 cities in the 
website review sample had any photos that could be categorized as 
primarily appealing to one specific group. Table 12 depicts only these 
20 cities, and lists the cities by total pictures appealing a specific 
group. 
Daytona Beach, Florida was the city with the most pictures 
primarily for any one group, totaling 17 in all. In the case of Daytona 
Beach, all 17 of the pictures were primarily for tourists. Fifteen of the 
pictures relate to Daytona Beach, which were categorized as appealing 
primarily to visitors since the website lists Daytona Beach information 
under the Visitor link on the main banner. In addition, there are two 
pictures of the Daytona International Speedway that were determined 
to be primarily for visitors, based on the author’s knowledge of the 
centrality of the speedway to National Association of Stock Car Racing 
(NASCAR). The Daytona 500 is the most important race of the 
NASCAR season, and is held at Daytona International Speedway. In 
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addition, there are a large number of fans who come from out of town 
for NASCAR races (Gant, 2011). 
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Table 12—Cities with Pictures Primarily for Residents, Tourists, or Businesses 
Type of city City and state Level of play Total 
pictures 
primarily 
for any one 
group 
Pictures 
primarily for 
residents 
Pictures 
primarily 
for tourists 
Pictures 
primarily for 
businesses 
Large Suburb 
Daytona Beach, 
Florida A (High) 17 0 17 0 
Non-Metropolitan 
Areas 
Kinston, North 
Carolina A (High) 8 8 0 0 
Small Central City 
Williamsport, 
Pennsylvania 
A (Short-
Season) 8 1 1 6 
Large Central City 
Greenville, 
South Carolina A (Low) 5 3 0 2 
Large Central City 
Charleston, 
West Virginia A (Low) 4 4 0 0 
Small Suburb Eastlake, Ohio A (Low) 4 3 0 1 
Large Central City 
Idaho Falls, 
Idaho 
Rookie/Instruct
ional (R/I)  4 3 0 1 
Large Central City 
Burlington, 
North Carolina R/I 4 2 0 2 
Small Suburb 
Bristol, 
Virginia R/I 3 3 0 0 
Small Suburb 
Fishkill, New 
York 
A (Short-
Season) 3 3 0 0 
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Small Suburb 
Vero Beach, 
Florida A (High) 2 2 0 0 
Small Suburb 
Fort Mill, 
South Carolina AAA 2 2 0 0 
Large Suburb 
North Little 
Rock, Arkansas AA 2 1 1 0 
Large Central City 
Johnson City, 
Tennessee R/I 1 1 0 0 
Small Central City Rome, Georgia A (Low) 1 1 0 0 
Large Suburb 
Frederick, 
Maryland A (High) 1 1 0 0 
Small Central City 
Burlington, 
Vermont 
A (Short-
Season) 1 1 0 0 
Small Suburb 
Aberdeen, 
Maryland 
A (Short-
Season) 1 1 0 0 
Large Suburb 
New Britain, 
Connecticut AA 1 1 0 0 
Non-Metropolitan 
Areas 
Greeneville, 
Tennessee R/I 1 1 0 0 
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Not surprisingly, given that fewer than half of the website front 
pages had pictures appealing primarily to residents, tourists, or 
business, the only category with an average of at least one picture was 
the category for pictures intended primarily for residents. This finding 
dovetails with the author’s finding that most links were primarily for 
residents. The categories for pictures intended primarily for tourists 
and businesses had an average score significantly below one. In 
addition, the number of websites with any pictures primarily for 
tourists or businesses was significantly lower than the number of 
websites with pictures primarily for residents. Specifically, 19 of the 20 
cities with pictures appealing primarily to one of the three categories of 
interest had at least one picture appealing primarily to residents. The 
Kinston, North Carolina website’s front page had the most pictures for 
residents, with a total of eight. At the low end of the range, eight cities 
had a total of one picture primarily for residents.  
While almost half of all the websites reviewed had pictures 
primarily for residents, far fewer sites had pictures primarily for 
tourists or businesses. The pictures for tourists category had an overall 
average score of 0.45, which might initially suggest that a significant 
number of websites made a conscious visual appeal to tourists. 
However, this average is skewed heavily by the Daytona Beach 
website, which contained 17 of the 19 pictures found to be primarily for 
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tourists in the entire website review. Only two other websites in the 
entire website review contained pictures primarily for tourists.  
Similarly, pictures for businesses had an overall average score of 
0.28, suggesting that there was a picture primarily intended for 
businesses in roughly one out of every four websites reviewed. 
However, in actuality only five of the 42 websites had a picture 
primarily intended for businesses. Of these five, the highest number of 
pictures was six, on the Williamsport, Pennsylvania website. Three of 
the six pictures involved a rotating set of pictures depicting the new 
Kohl's about to open in Williamsport. 
Outcomes by Type of City and Level of Play 
Exploring website front page links led to some interesting 
outcomes for the types of cities and levels of play. Large suburbs and 
cities with High-A minor league teams had the most overall website 
links, and well as the most links primarily for residents, businesses, 
and tourists.  
As shown in Table 11, ranking cities by the number of links does 
not result in an orderly sorting of types of cities. To determine whether 
there were any patterns among city types some additional analysis was 
required. To perform this analysis, an Excel workbook was used to 
order each of the 42 cities by the number of total non-duplicative links 
on the website. Then the rank order of each city from 1 through 42 was 
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determined. Therefore Missoula, Montana received a 1, Burlington, 
North Carolina received a 2, and so on through Greeneville, Tennessee 
at number 42. Once the ranking was completed, the numerical ranking 
of each city was assigned to the type of city category in which the city 
belonged. For example, since Missoula, Montana and Burlington, 
North Carolina are both large central cities, the rankings of one and 
two were placed in the large central cities category. Similarly, Pasco 
Washington is in the large suburb category, which received Pasco’s 
ranking of 3. Once the rankings for each of the five types of cities was 
determined, the author averaged the rankings for each city type. Since 
a ranking of one was the best, the average that is closest to one in each 
of the categories was deemed the best average.  
Averaging the ranking had multiple benefits. First it allowed 
the author to control for the fact that not all the categories had the 
same number of cities; there are ten cities in three of the categories – 
large central cities, large suburbs, and small suburbs – and six cities in 
the remaining two categories – small central cities and non-
metropolitan areas. In addition, averaging the rankings allowed the 
author to bring a seemingly disorganized array of categories into focus. 
Finally, averaging the rankings provided a method of looking for 
differences among the types of cities regarding the different types of 
links.   
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Once the rankings and averaging for the total number of links 
was completed, the author repeated the ranking and averaging process 
for the 42 cities by links primarily for residents, then by business 
links, and finally by tourist links. One may question why the author 
chose to order the cities within the resident, business, and tourists 
links categories by the absolute number of links rather than a 
percentage of links. Two reasons predominate. First, the cities could 
not be ordered by percentage regarding the total number of links. And 
using two different methodologies would lead to a confusing set of 
dissimilarly derived outcomes. Second, the author believes that the 
conscious decision by a city to create a wider array of links on the front 
page is a value judgment that should be highlighted and explored. 
Cities have the option to place resources into creating their electronic 
front porch, and it is important to understand how cities have used 
their website real estate. 
Table 13—Ordering of Type of City by Average Rank of Number of 
Links for Four Different Links Categories  
Total links Resident links Business links Tourist links 
Large 
suburbs (14.8) 
Large suburbs 
(15.1) 
Small central 
cities (11.7) 
Large suburbs 
(13.9) 
Large central 
cities (15.4) 
Large central 
cities (15.5) 
Large suburbs 
(15.8) 
Small central 
cities (15.0) 
Small central 
cities (15.5) 
Small central 
cities (17.3) 
Large central 
cities (17.0) 
Large central 
cities (19.4) 
Small 
suburbs (28.9) 
Small suburbs 
(27.2) 
Small suburbs 
(29.2) 
Small suburbs 
(28.2) 
Non-
metropolitan 
areas (36.5) 
Non-
metropolitan 
areas (36.8) 
Non-
metropolitan 
areas (35.5) 
Non-
metropolitan 
areas (33.0) 
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 Table 13 lays out the ordering of each type of city and provides 
the overall average ranking for the total number of links, total number 
of links primarily for residents, total links primarily for businesses, 
and number of links primarily for tourists. 
As shown in Table 13, the large suburbs had the highest average 
ranking for three of the four links categories, and finished with the 
second highest average ranking for total links primarily related to 
businesses. Taking a broader view, three types of cities had a 
stranglehold on the top three spots for each of the four links categories. 
The large central cities finished with the second highest average 
ranking for total links and links related to residents, and with the 
third highest average ranking for links related to tourists and 
businesses. The strong performance of large suburbs in the various 
links categories is particularly interesting when paired with their 
performance in the team and stadium aspect of the website reviews. As 
illustrated in Table 9 earlier in this chapter, the large suburbs also had 
the highest average score by a significant margin. In a way it is not 
surprising that the type of city with the most links had the average 
highest score related to team and stadium information. With more 
website links there are more opportunities to provide diverse 
information about the community, including the minor league baseball 
team and stadium. However, this relationship is not a mathematical 
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function; there are many community elements that are not listed on 
the city websites, so city leaders must still determine that teams and 
stadiums are relatively important in the community.  
Arguably the most interesting finding related to the rankings for 
the small central cities. Small central cities finished third in the 
average ranking for total links and resident links, though by one-tenth 
of a point in the total links category. However, in the category of 
business links, small central cities jumped to the top of the rankings, 
by a significant margin. The difference in average rankings in the 
business links category between the small central cities and the large 
suburbs, 4.1, was the largest spread by a significant margin for the top 
two finishers in any of the links categories. The next largest margin 
between the highest average ranking and second highest average 
ranking was the 1.1 point difference between the large suburbs and 
small central cities in the tourist link category. Further in the tourist 
link category, the third highest average ranking belonged to large 
central cities, which finished 4.4 points behind second place small 
central cities.  
Comparing the findings in Table 13 to Table 9, the reader will 
recall that small central cities had the second highest average score 
related to team and stadium information. It is particularly interesting 
that while small central cities’ score related to the team and stadium 
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information outperformed its score related to total links, the small 
central cities scored much higher in business and tourist links. This 
finding, while certainly nothing more than preliminary and suggestive, 
accords with literature on sports and sports facilities. As discussed in 
Chapter 2, facility financing literature suggests that sports teams and 
facilities are often intended to be economic development instruments, 
while tourist city literature suggests that facilities are intended to help 
bring in visitors to the city. That the small central cities scored higher 
in the business and tourist links categories suggests a greater 
orientation toward local businesses and tourists, and there may be 
some correlation between this orientation and the relatively high 
average score regarding team and stadium information on the 
websites. 
At the other end of the spectrum, the ten small suburbs and the 
six non-metropolitan areas consistently had an average ranking in the 
high-20s and mid-30s, respectively, far behind the other three types of 
cities. That the non-metropolitan area were lowest in the average 
rankings for all four of the link categories is not initially surprising. 
The six non-metropolitan areas all had a relatively low number of links 
on their front pages. Burlington, Iowa, which had 59 links, was the 
non-metropolitan area with the highest number of links. By contrast, 
the average number of links for all the websites was 118, while the 
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median number of links was 111. Consequently, the non-metropolitan 
areas were not going to finish high when the metric is total number of 
links. Further, non-metropolitan areas are by definition small 
municipalities, without close regional rivals. Tiebout (1956) and 
Peterson (1981) both argue that cities focus on economic development 
because of competitive pressure provided by other cities. Non-
metropolitan areas may not feel the same economic competition 
pressures that suburbs feel without proximity to other municipal 
competitors.  
However, the results of the team and stadium portion of the 
website reviews, summarized in Table 9, showed that the non-
metropolitan areas finished with the third highest average score. This 
is the most significant disparity between the results in Tables 9 and 
13. This disparity suggests that while the non-metropolitan areas do 
not place a high premium on having a wide range of links (i.e., 
information) on their websites’ front pages, the city leadership still 
believes that it is important to use scarce website real estate for 
presenting team and stadium information. Further, the disparity 
between the findings related to the non-metropolitan areas website 
links and to their team and stadium information, limited though it is 
by the small sample size, is different that one might expect given that 
non-metropolitan areas are more out of the way than central cities and 
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suburbs. Since non-metropolitan areas do not face the same economic 
development competition pressures that are faced by municipalities in 
close proximity to other cities, and since non-metropolitan areas may 
have fewer attractions for tourists, these small cities may see the 
teams and stadiums as important primarily for residents. This would 
have significant implications for the facility financing literature, which 
is often built on the idea that teams and stadiums are primarily 
intended for economic development purposes. 
The small suburbs’ performance in both aspects of the website 
review is perplexing. Though small, these suburbs are part of larger 
metropolitan areas, which provides them with some municipal 
economic competition. Thus it is surprising to find that the small 
suburbs would not leverage a tool such as a website to reach out to 
local residents and businesses, as well as potential visitors, in an effort 
to compete effectively against their neighbors. It is similarly surprising 
that the small suburbs would not highlight their teams and stadiums 
more, given the potential for teams and stadiums to provide some 
impact in the local economy, attract some tourists, or reinforce 
residents’ belief in the quality of life provided by the community.  
 This line of analysis also holds true for the large central cities, 
which finished in the top two or three in all four of the links categories 
discussed in Table 13, but had the lowest average score and the second 
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lowest median score for team and stadium information. One possible 
explanation is that while the large central cities have to compete 
against adjacent municipalities, their central position in the economic 
area means that there is less pressure to succeed at the expense of 
their neighbors. Large central cities may be the default choice for 
business locations, given the market size, and recreational activities, 
and therefore do not feel as acutely the need to aggressively market 
themselves. 
 In addition to assessing the average ranking of the various city 
types in the four links categories, the author also assessed the average 
ranking of each level of minor league baseball for each of the four links 
categories. He compiled the average rankings for the levels of play by 
the same method as the average rankings for the types of cities. One 
important difference between this analysis and the analysis by type of 
city is the variation in total number of cities within each of the six 
categories. While each of the five types of cities had either ten or six 
cities in the sample, the six levels of play contained from one to eleven 
cities. Specifically, there was one AAA city. In addition, there were six 
AA cities, nine High-A cities, seven Low-A cities, eight cities whose 
teams play in an A-Short Season league, and eleven cities with 
Rookie/Instructional league teams. 
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As demonstrated by Table 14, the cities with teams that play at 
the High-A level had the best average ranking among the six levels of 
play represented.20 Table 14 synopsizes the average ranking of the six 
minor league levels of play for each of the four links categories. 
Table 14 – Ordering of Level of Play by Average Rank of Number of 
Links for Four Different Links Categories  
Total links Resident links Business links Tourist links 
High-A (14.3) High-A (13.3) High-A (16.6) High-A (13.9) 
Low-A (20.3) AA (21.2) Low-A (20.0) Low-A (17.9) 
AA (22.7) Low-A (21.3) Short Season 
A (20.5) 
Short Season 
A (22.4) 
Short Season A 
(23.5) 
Short Season A 
(24.3) 
AA (22.8) R/I (23.5) 
Rookie/Instructio
nal (R/I) (24.4) 
R/I (25.0) R/I (25.8) AA (26.8) 
AAA (31.0) AAA (25.0) AAA (31.0) AAA (34.0) 
 
 In addition to taking the best average ranking across all four of 
the links categories, the High-A cities had a significant spread between 
their average rankings and that of the second place team in each 
category. The smallest difference in average ranking was 3.6, between 
the High-A cities and the Low-A cities in the business links category, 
while the High-A cities had a spread of 8.9 over the AA cities in the 
resident links category. 
 Evaluating the results of Table 14 in comparison to the results 
from Table 10, which captures the average score for team and stadium 
                                                          
20 Only 1 of the 42 cities in the website reviews, Fort Mill, South Carolina, hosts a 
team at the AAA level, which is the highest level of minor league baseball – just 
below the major leagues. So the AAA ranking is not an average, but reflects Fort 
Mills ranking in each of the four links categories.  
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information by level of play, reveals that the High-A cities scored very 
well in both analyses. The nine High-A cities had the second highest 
average score for team and stadium information, just 0.06 points 
behind the average score for the Low-A cities. Like the large suburbs, 
the High-A cities have created a significant number of website links, 
and have chosen team and stadium information among the diverse 
community interests to reflect on the website front page.  
The strong performance of the large suburbs is related to the 
strong performance of the High-A cities due to six of the nine High-A 
cities also being large suburbs. These cities are, in order of total 
number of non-duplicative links on the website front page: Lake 
Elsinore, California; Jupiter, Florida; Bradenton, Florida; Fort Myers, 
Florida; Daytona Beach, Florida; and Frederick, Maryland. Of note are 
the four Florida cities among the six Large Suburbs with High-A 
teams. While a geographic component was not included in the 
evaluation, the fact that four Florida cities are in both of the highest 
scoring categories suggests that there may be some fruitful follow-up 
done regarding the relationship between Florida cities’ websites and 
minor league baseball in the community. For example, the fact that 
major league spring training has a long history in Florida means that 
there may be a more sophisticated appreciation for baseball in the 
state, thereby driving interest in baseball at all levels. 
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 The Low-A cities also performed well in the evaluation of both 
the team and stadium information and the links categories. The seven 
Low-A cities had the highest average score for team and stadium 
information on the city websites, and scored second to the High-A cities 
in the three of the four links categories. In the fourth links category, 
resident links, the Low-A cities finished only 0.1 points behind the AA 
cities for the second highest ranking. Interestingly, none of the seven 
Low-A cities is also a large suburb, and there are no more than two 
Low-A cities in any of the type of city categories. This suggests that the 
strong performance of Low-A cities was not primarily driven by the 
type of city category into which they fall. Nor does there appear to be 
any geographic link between the Low-A cities that could be a driving 
factor. None of the seven Low-A cities is from the same state, while the 
seven cities hail from the Southeast, Mid-Atlantic, and Midwest 
regions of the country.   
 There was similar alignment between the performance of the 
cities with Rookie/Instructional league teams in both the average score 
of team and stadium information and the average score in the links 
categories. Specifically, in both of these analytical areas, as shown in 
Tables 10 and 14, the Rookie/Instructional league cities performed 
quite poorly. As shown in Table 10, the eleven cities with 
Rookie/Instructional League teams had by far the lowest average score 
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regarding team and stadium information. Table 14 shows that the 
Rookie/Instructional League cities finished fifth out of the six minor 
league levels in three of the four links categories. Interestingly, the 
Rookie/Instructional League cities performed the best in the category 
of tourist links, suggesting a possible enhanced focus on tourists in 
creating the website front page. However, the average ranking in the 
tourist links category, 23.5, was not significantly higher than the range 
of average rankings in the other three categories, 24.4 to 25.8. So the 
improvement in the tourist links category for Rookie/Instructional 
League cities may just be a random aberration. 
 Although the research did not focus on the percentage of links 
that were for residents, businesses, or tourists in reporting the overall 
results, this study looked at the percentage of links for 
Rookie/Instructional League city website front pages to see if this 
provided any insight into these cities’ low outcomes in the research. 
For example, the cities’ low performance may have been a function of 
the decision to look at absolute numbers of links rather than 
percentages. However, this search did not reveal any information that 
appeared to be significant. The Rookie/Instructional League city with 
the highest percentage of resident links was Missoula, Montana, which 
finished six overall in highest percentage of resident links. The next 
highest Rookie/Instructional League cities in terms of percentage of 
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resident links were eighth (Burlington, North Carolina) and fourteenth 
(Princeton, West Virginia). Likewise, in the categories of business links 
and tourist links, Rookie/Instructional league cities did not claim a 
disproportionate share of the top places. Regarding the percentage of 
business links, only five of the eleven Rookie/Instructional League 
cities made the top half of the list, with the higher finisher, 
Elizabethton, Tennessee, placing seventh. For the percentage of tourist 
links only three Rookie/Instructional League cities finished in the top 
half of the list: Elizabethton, Tennessee (6th); Great Falls, Montana 
(8th); and Burlington, North Carolina (11th). Based on this analysis, the 
performance of the Rookie/Instructional League cities was not simply 
an artifact of the use of total links rather than percentage of links. 
 The results presented in Tables 10 and 14 for the six AA cities 
present an interesting contrast. On one hand, the AA cities scored 
relatively high regarding team and stadium information, with an 
average score of 5.0 – third highest of the six levels of play. However, 
AA cities did not present a significantly high number of links on their 
websites. The six AA cities finished with the second highest average 
ranking regarding total resident links, though only by 0.1 points over 
the Low-A cities. This was the category with the highest average 
ranking for the AA cities, which further strengthens the idea that the 
AA cities are focusing website information primarily for city residents. 
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Further, in the three categories of resident, business, and tourist links, 
the AA cities average ranking ranged from 21.2 to 26.8 – a marked 
contrast to the range seen by the High-A cities of 13.3 to 16.6 in these 
three categories. 
 The relatively high score of AA cities regarding team and 
stadium information and relatively low number of website front page 
links is similar to the outcome of non-metropolitan areas. As noted in 
the analysis of non-metropolitan areas, while AA cities appear to not 
place a high premium on having a wide range of links (i.e., 
information) on their websites’ front pages, the city leadership still 
believes that it is important to use scarce website real estate for 
presenting team and stadium information. From one perspective, this 
makes sense. The AA level of play is the second highest level of minor 
league baseball, and generally offers a higher quality of play than that 
in the lower leagues. Cities with AA teams may find this something to 
be particularly proud of, and therefore consider highlighting the team 
and stadium to be relatively more important than other community 
assets. From this perspective, AA cities may present a fruitful example 
of cities whose teams are high quality enough to present a favorable 
contrast to other forms of recreation or sources of civic pride in the city. 
 The outcomes summarized in Tables 10 and 14 for the eight 
cities with an A-Short Season team are also in rough alignment with 
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each other. Specifically, A-Short Season cities finished with either the 
fourth or third highest ranking for the four links categories. It was 
interesting to note these eight cities had a higher average ranking for 
the business links category than in the other categories. This was 
primarily due to two cities – Williamsport, Pennsylvania and Pasco, 
Washington – which finished third and fourth overall in the analysis of 
the percentage of total links that were primarily for businesses. 
However, the Low-A cities also had a higher average ranking in the 
total business link category, so the overall outcome for the A-Short 
Season cities was not unique.  
 Finally, since Fort Mill, South Carolina was the only AAA city in 
the analysis, it is particularly difficult to assess its outcomes, even in 
an exploratory study. However, it was interesting to note that Fort 
Mill finished last in each of the four links categories. Paired with its 
relatively low average score for team and stadium website information, 
it is clear that Fort Mill does not have a particular interest in either 
presenting a large set of website links, or in particularly touting its 
minor league team, even though that team had players just one step 
away from the major leagues. Fort Mill may or may not be 
representative of other AAA teams, and additional study on AAA cities 
would be an interesting extension of this study.  
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Summary and Analysis of Survey Outcomes 
 The final piece of dissertation research was a survey of city 
executives or managers for the 42 cities in the website review sample. 
Of the leadership in the 42 cities, responses were received from 19 
individuals (45 percent) representing 18 different cities (43 percent). 
As noted in Chapter 3, one response was received from the public 
information officer in Burlington, North Carolina to supplement the 
partial survey response from Burlington’s city manager. 
While the survey instrument was directed to a city manager or 
mayor, depending on who was the chief executive in the city, in some 
cases the survey was delegated to someone else in the management 
team, such as an assistant city manager. While this outcome did not 
meet the original intent of the survey, the author elected to maintain 
the responses from these respondents. Thirteen of the nineteen 
respondents identified themselves as the city manager, town manager, 
city administrator, or mayor. Three respondents were assistant city 
managers. Since the assistant city manager is often the second highest 
ranking executive in the city and therefore has a reasonably good 
understanding of city leadership’s viewpoint, the responses were 
maintained. Three other individuals appear to have been delegated the 
survey due to the importance of the website in their job duties. While 
these three respondents are not city executives, rejecting the survey 
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responses would have reduced the response rate and eliminated the 
input of city management personnel with website responsibilities.  
The survey comprised 21 questions, including five questions that 
inquired about demographic information. The survey questions, the 
possible answers, and the aggregated responses are presented in the 
figures that follow in this section, along with analysis of the responses. 
The exception is for Questions 1 and 2, where the respondents’ name, 
title were requested, as well as the date that the survey was 
completed. To provide some protection for identities, the author 
decided to summarize the number of titles in Table 15. The survey 
responses were returned in two temporal clusters. The first 13 came in 
from July 18, 2011 through August 4, 2011. The remainder of the 
responses were tendered from October 15, 2011 through October 27, 
2011. 
Table 15 – Job Titles for 19 Survey Respondents 
Mayor 2 
City Manager 8 
Town Manager 2 
City Administrator 1 
Assistant City Manager 3 
Administrative Services/Project 
Manager 
1 
IT/GIS Manager 1 
Public Information Officer 1 
 Question 3 requested information about the gender of the survey 
respondents. The expectation was that since most of the respondents 
were likely to be city managers, the majority of the respondents would 
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be male. City management is still a male-dominated profession. As of 
2006 about 77 percent of respondents to the International City/County 
Management Association’s (ICMA) State of the Profession survey were 
male (ICMA, 2006). This expectation was validated by the survey 
results. Fifteen of the nineteen respondents (79 percent) are male. 
Removing the three respondents who were not city managers or 
assistant city managers resulted in sixteen respondents, of whom 
fourteen (88 percent) are male.   
Figure 10 – Respondents’ Gender Breakdown 
 
 Question 4 elicited information about the respondents’ age 
range. The 2006 ICMA State of the Profession survey found that 28 
percent of city management respondents were in the 41-50 age range, 
about 47 percent of respondents were in the 51-60 age range, and 
about 11 percent were ages 61-70 (ICMA, 2006). While the age ranges 
on the dissertation survey varied slightly from the ICMA instrument, 
the dissertation survey respondents included somewhat fewer 40-49 
year old respondents, and somewhat more from the 60-69 age range 
than expected. Specifically, the author received responses from three 
individuals (15.8 percent) in the 40-49 age range, and received 
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responses from six individuals (31.6) in both the 50-59 and 60-59 age 
ranges. Overall the 40-69 age range represented 79 percent of the 
respondents, compared the 87 percent of respondents to the 2006 
ICMA survey who reported being in the 41-70 age ranges. This means 
the dissertation survey group skewed slightly younger than the ICMA 
respondents, with somewhat more responses than the ICMA would 
suggest from individuals in the 20-39 age range. 
Figure 11 – Respondents’ Age Breakdown 
 
 Question 5 asked about length of service. In the 2006 ICMA 
survey, the average time in the respondents’ current position was 7.5 
years. Because feedback was requested based on age ranges, the 
author was not able to determine an average length of time in the 
current position.  
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Figure 12 – Respondents’ Length of Service Breakdown 
 
However, a plurality of respondents (36.8 percent) were in their 
position for four years or fewer. Thirteen of the respondents, or about 
two-thirds of the total respondents (67.4 percent) reported being in 
their position less than ten years. This group comprised those 
reporting being in their current positions for either 0-4 years or 5-9 
years. 
Question 6 was the first question specifically related to the 
dissertation’s research focus: a self-assessment of familiarity with the 
website. If the respondents’ self-assessment determined low familiarity 
with the website, the reliability of the ensuing survey results would 
have been very questionable. As shown in Figure 13, 18 of the 19 
respondents reported that they were familiar or very familiar with the 
website. This level of familiarity, albeit based on a self-assessment, 
helps to provide a level of comfort with the reliability of the responses 
provided to the subsequent questions.   
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Figure 13 – Respondents’ Familiarity with the City Website 
 
 
 Question 7 began a new section within the survey, focusing on 
the appeal of the city website's front page to various groups. Question 7 
was a relatively complicated question, and significant effort was made 
to render its purpose as clearly as possible. Specifically, the question 
requested feedback on how important it was for the city’s website to 
appeal to each of five different groups. Figure 14 below provides an 
idea of how question 7 was visually presented to the respondents. The 
respondents were able to select a radio button for each level of 
importance (the columns) corresponding to each group (the rows). Also 
included in Figure 14 is the outcome for question 8, which followed up 
on the responses to question 7 by eliciting information about any 
additional groups to which the website front page was intended to 
appeal. 
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Figure 14 – Respondents’ View of Importance of Website to Various 
Groups  
  
 
The primary outcome from the question was the perceived 
importance that the websites appeal to residents. Eighteen of the 19 
respondents marked that appealing to residents was very important or 
important, which matched the website review findings that 
approximately 67 percent of all non-duplicative website links on the 
front page of the websites were primarily intended for residents. 
However, it was surprising given the relatively low percentage of links 
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for tourists and businesses that all 19 respondents rated having the 
front page appeal to tourists as very important or important, and 18 
respondents rated having the front page appeal to local businesses as 
very important or important.   
 To probe the apparent mismatch between the survey results and 
the website review results, the author looked at the 12 cities whose 
respondents reported that having the front page of the website appeal 
to tourists was very important. The purpose was to learn the 
percentage of links on the website front page were primarily for 
tourists, in an effort to determine if the website reviews matched the 
survey results. Similarly, the 12 cities whose respondents reported 
that having the front page of the website appeal to local businesses 
was very important were also reviewed. The purpose of this review was 
to learn what percentage of links on the website front page were 
primarily for local businesses.21 Both sets of cities are presented in 
Table 16 in order of the percentages from highest to lowest. 
 
 
 
 
 
                                                          
21 Both respondents from Burlington, North Carolina rated appealing to businesses 
on the front page of the website as very important. 
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Table 16 – Comparison of Survey Results for Question 7 with Website 
Review Results 
City Where 
Appealing to 
Tourists on Front 
Page is Very 
Important 
Percentage 
of Links on 
Front Page 
Primarily 
for Tourists 
City Where 
Appealing to 
Businesses on 
Front Page is Very 
Important 
Percentage of 
Links on 
Front Page 
Primarily for 
Businesses 
Fort Myers, 
Florida 
 
4.00% 
Burlington, North 
Carolina 
 
9.12% 
Norwich, 
Connecticut 
 
3.77% 
Rome, Georgia  
7.27% 
Burlington, North 
Carolina 
 
3.65% 
Casper, Wyoming  
5.52% 
Geneva, Illinois  
2.22% 
Eastlake, Ohio  
5.38% 
Burlington, Iowa  
1.70% 
Norwich, 
Connecticut 
 
5.66% 
Frederick, 
Maryland 
 
0.87% 
Missoula, Montana  
4.68% 
Zebulon, North 
Carolina 
 
0.80% 
Geneva, Illinois  
4.44% 
Rome, Georgia 0.61% Burlington, Iowa 3.39% 
Missoula, 
Montana 
 
0.22% 
Fort Mill, South 
Carolina 
 
1.92% 
Casper, Wyoming 0.00% Aberdeen, 
Maryland 
 
1.85% 
Eastlake, Ohio  
0.00% 
Frederick, 
Maryland 
 
0.87% 
Fort Mill, South 
Carolina 
 
0.00% 
Bluefield, West 
Virginia 
 
0.00% 
  
The analysis summarized in Table 16 found that for the twelve 
cities that reported appealing to tourists was very important, the 
highest percentage of tourist links was 4 percent, on the website of 
Fort Myers, Florida. Three of the twelve cities had no tourist links. As 
context the highest overall percentage of tourist links on any one 
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website front page was 11 percent on the website of Pasco, 
Washington. In addition to having the highest percentage of tourist 
links, Fort Myers had the highest total number of tourist links among 
the twelve cities in Table 16. Fort Myers’ tourist links totaled six. 
 Similarly, for the twelve cities that reported appealing to local 
businesses was very important, the highest percentage of business 
links was 9.12 percent on the website of Burlington, North Carolina. 
The highest overall percentage of business links was 17.1 percent on 
the website of Myrtle Beach, Florida. The 25 business links on the 
Burlington, North Carolina website was the highest number of total 
links among the twelve cities that reported it was very important to 
appeal to businesses on the website front page. 
 The disconnect between the survey findings and the website 
review findings has a variety of possible explanations. One is that the 
survey respondents are not heavily involved in the development of the 
website. However, as will be discussed later in this chapter, the 
responses to question 10 (see Figure 16) suggest that most of the 
respondents are involved in the decision-making process for the 
website’s content and appearance. Another possible explanation is that 
the respondents were presenting the ideal scenario, irrespective of the 
actual website content. As a third alternative, the respondents may 
differ with the author’s classification of some website information as 
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not primarily for any group. Perhaps the respondents would have 
placed some of those undetermined links in the tourist or business 
categories. However, while the website review was exploratory, the 
author took great care to classify links as objectively as possible. For 
example, he only categorized tourist links as those that occurred in an 
area labeled tourist or visitor. The likeliest interpretation is that 
respondents were presenting their ideal website, without reference to 
the actual website content. However, whatever the reason, the salient 
finding is that key decision-makers have not been successful in 
ensuring that their website preferences are implemented.   
 After probing the respondents’ familiarity with the website front 
page, the author asked for information that would allow for assessing 
the specific impact that the decision makers had on the development of 
website’s written content. Question 9 inquires into the cities’ methods 
for developing the websites’ written content, and the respondents’ 
involvement in that process. The most common response, from seven of 
the nineteen respondents, was that they make the final decision 
regarding written content on the website front page. Figure 15 
provides a summary of responses to question 9, including the 
interesting finding that the nineteen cities use five different content 
development methods. 
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Figure 15 – Respondents’ Involvement in Developing Website Content 
 
 
 Eschenfelder (2004) found that managers are critical in the 
creation and approval of web content, providing support for Mahler 
and Regan’s 2007 findings regarding the primacy of the managers in 
developing website content. These findings suggested that the 
significant majority of the respondents were likely involved in the 
development of written content on the website front page. So it was 
somewhat surprising that only eleven of the eighteen individuals (61 
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percent) who responded to this question reported being involved in the 
development of the written content. Further, only seven of the eighteen 
respondents (39 percent) reported making the final determination of 
the website front page’s written content. To clarify, one of the eighteen 
respondents provided some limited feedback by only responding in the 
free test comments section. This explains why there are only seventeen 
total responses in Figure 15.  
 Since there are some respondents who are not city managers, 
the author also looked at the individual responses to see if any of the 
perceived anomalies could be explained. He found that the seven 
individuals who reported not being involved in developing the website 
front page’s written content, five were city or town managers and two 
were assistant city managers. This conflicts somewhat with the 
findings from Eschenfelder and Mahler and Regan that the managerial 
group takes a strong role in developing the website’s content. Based on 
additional comments made by these respondents, the responsibility for 
developing written content is largely delegated to information 
technology staff, with the involvement of city or town clerks and 
department heads also mentioned. Interestingly, of the six individuals 
who reported (or were reported about) making the final decision on the 
written content of the website’s front page, four were city managers, 
two were public information officers, and one was the IT/GIS Manager. 
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This probably explains why the public information officer and the 
IT/GIS manager who responded to the survey were delegated that 
responsibility. This finding also helps to illustrate the value of their 
feedback. 
 Question 10 was based on the recognition that written content is 
not the only important facet of the website. This question asked about 
the respondents’ involvement in developing the appearance of the 
website’s front page. The survey clarified that appearance meant 
information not expressed in words, such as pictures, graphics and 
colors. Figure 16 is a summary of responses to question 10. 
Figure 16 – Respondents’ Involvement in Appearance Development 
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 The responses to question 10 had a few interesting aspects. 
First, thirteen of the eighteen respondents (72 percent) reported being 
involved in developing the appearance of the website’s front page, two 
more than the eleven who reported being involved in developing the 
written content. The eleven individuals who reported being involved in 
the written content development are all involved in developing the 
website front page’s appearance. In addition, one assistant city 
manager and one town manager who are not involved in developing 
the front page’s written content report being involved in developing the 
front page’s appearance.  
 Second, the number of individuals who makes the final decision 
on the website front page’s appearance was six. One of the individuals, 
a town manager, who reported making the final decision on the written 
content stated that he is part of a formal group that decides the front 
page’s appearance. Both the public information officer and the IT/GIS 
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manager make the final determination regarding the website front 
page’s appearance. 
 After eliciting information about the resident’s involvement in 
developing the website front page’s written content and appearance, 
question 11 was used to understand how respondents would describe 
their city. The intent of this question was to help understand the city’s 
primary self-image. In addition, this question served as an opportunity 
to corroborate information gleaned through question 7, which asked 
the group to which the website was primarily intended to appeal. 
Figure 17 presents the responses to question 11. 
Figure 17 – Respondents’ Description of Their Cities 
 
 Of the seventeen respondents for question 11, the significant 
majority stated that the best description of their city was a good place 
to live and work. This aligns very well with the results from question 
7, in which 18 of 19 respondents reported that the primary group to 
which the website was intended to appeal were the residents. These 
two results strengthen support for the idea that the city focuses on 
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what it can deliver for its residents, rather than what it can do for 
tourists or businesses. This idea runs counter to arguments made 
through tourist city literature that cities strive to develop economically 
by appealing to tourists to come spend money in the city. In fact, the 
survey results regarding the importance of tourism and business to 
city self-image are particularly striking, with only one respondent 
indicating that either tourism or business is the primary aspect of the 
city’s self-image.22  
 The two individuals who chose other as a response to question 
11 stated that they would give all three of the possible descriptions 
equal weight. This finding neither improves upon nor detracts from the 
key outcome that most respondents highlighted the descriptions that 
indicate the city exists primarily for the benefit of the residents. 
 While question 11 was a forced choice mechanism, question 12 
probed for more information on the cities’ self-image by requesting a 
ranking of attributes that were most important. This allowed for 
information that could be used to cross-check the responses to question 
11, while also providing additional information about the secondary or 
tertiary choices of the respondents.  
The responses to question 12 did not corroborate the question 11 
responses as much expected. Two respondents may not have 
                                                          
22 The one response indicating that good place to visit was the best description of the 
city came from Geneva, Illinois. 
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understood the question, since they chose most important for each of 
the three main choices: good place to live and work, good place to do 
business, and good place to visit. Further, one respondent answered 
question 11 by saying that all three choices were equally important, 
but did not make the same response for question 12. Two other 
responses from question 11 and 12 also did not match. One individual 
reported in question 11 that the best description was a good place to 
live and work, but did not select good place to live and work the most 
important attribute related to city self-image. In addition, the 
individual who reported in question 11 that good place to visit was the 
most important attribute did not select that attribute as the most 
important one related to city self-image. Figure 18 summarizes the 
question 12 responses.23  
Figure 18 – Respondents’ Ranking of Attributes Related to City Self- 
image 
 
 
                                                          
23 Due to some technical limitations the author was not able to provide Question 12 
in the picture for Figure 18. Question 12 reads “For this question and all subsequent 
questions ‘self-image’ means how the individuals who make up your city collectively 
view the city. Please rank the following attributes in the order to which you believe 
they contribute to your city's self-image.” 
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 While the responses to question 12 did not align with the 
question 11 responses as much as expected, one possible reason was 
the difference in the question. In question 11, respondents were asked 
to pick the phrase that best described their city, while in question 12 
respondents were asked for the concept that most contributed to the 
city’s self-image. The two questions were intended to get at the same 
concept, but it is possible that some respondents viewed the questions 
differently. Another possible reason for the misalignment between 
responses to question 11 and 12 is the way that question 12 was 
structured. The question attempted to provide respondents with an 
opportunity to provide other concepts that they thought were most 
important to self-image. This resulted in a sprawling survey question 
that may have been more confusing than was necessary. As it turns 
out, only one of the seventeen respondents selected a response other 
than the three primary options. This response identified the most 
important attribute being “our citizens are interesting and diverse.” 
 While there are important limitations to the question 12 results, 
and the results should be interpreted even more cautiously than other 
results in an exploratory study, it was striking to see that, in general, 
the concepts that best contributed to the self image of the city were in 
order of importance: good place to live and work, good place to do 
business, and good place to visit. This provides some additional 
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support for the idea that small and mid-sized cities are focused 
primarily on their own residents, and do not regard tourism as being a 
primary source of importance. Taken together, the responses to 
questions 11 and 12 do not support the contention of tourist city 
scholars regarding that the primary thrust of city development is to 
attract tourists. At the very least, the tourist city concepts appear to 
have less relevance in small and mid-sized cities.  
In addition, the apparently strong importance of the option most 
related to residents (good place to live and work), further strengthens 
the idea that small and mid-sized cities are primarily tailored to the 
needs of residents. This finding is further supported by the major 
findings of the website links reviews, which determined that for most 
websites the significant majority of links were primarily aimed at 
residents. This in turn suggests that the minor league baseball teams 
and stadiums in these small and mid-sized cities may be primarily for 
the residents. That issue is the subject of questions 17 and 18. 
Questions 13 and 15 focused on a potential threat to survey 
reliability. Specifically, the threat is that there is actually no 
relationship between city self-image and the website front page. Since 
assuming such a relationship is a foundation of this present research, 
it was gratifying to learn that fifteen of the seventeen respondents (88 
percent) agreed the person or persons developing the written content of 
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the website front page tried to reflect the city’s self image (see Figure 
19). The other two respondents reported that they did not know the 
answer, meaning that no respondents perceived a complete lack of 
alignment between the written content on the front page and the city’s 
self image. The responses to question 13 would not have made or 
broken the research assumptions by themselves; the alignment 
between the website links analysis and the responses to questions 11 
and 12 strongly suggested the relationship between the written 
content and perceived city self-image. However, the responses to 
question 13 certainly strengthen the conclusion that an assessment of 
website links can be an effective means to gain insight into city self-
image.    
Figure 19 – Respondents’ View of Relationship of Website Content and 
Self-image 
 
 The responses to question 13 are a very strong indicator of the 
connection between the website front page’s written content and the 
city’s self-image, and the responses to question 15 provide only slightly 
weaker support for the connection between the website front page’s 
appearance and the city’s self-image. As shown in Figure 20, only 
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fifteen of the nineteen respondents answered question 15, and twelve 
of these individuals (80 percent) agreed that there was a the 
connection between the website front page’s appearance and the city’s 
self-image. One individual positively disclaimed any connection, while 
two others stated that they did not know the answer.24  
Figure 20 – Respondents’ View of Relationship of Website Appearance 
and Self-image 
 
Questions 14 and 16 elicited free form feedback to follow up on 
the responses to questions 13 and 15, captured in Figures 19 and 20, 
respectively. These questions were intended to better understand how 
website development was linked to city self-image, or why it was not. 
Specifically, question 14 reads: “Based on your answer to question 13, 
please address one of the following as applicable: 1. If the answer was 
yes, how did the person or persons developing the written content of 
the front page of your city's website determine how to reflect the city's 
self image? 2. If the answer was no, what was the primary reason that 
the person or persons developing the written content of the front page 
                                                          
24 The same two individuals answered don’t know to both questions 13 and 15.  
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of your city's website decided not to reflect the city's self image?” 
Question 16 asks the same questions using the same verbiage, with the 
exception of substituting the word “appearance” for “written content” 
in question 14.  
Based on the responses to question 14 there are a wide variety 
of sources of city self-image information. For example, respondents 
included the following sources in their question 14 responses. 
 The city’s administration 
 Literature developed by or for the town for the purposes of 
marketing the town or providing historical information about 
the town 
 The informal website development group 
 Interviews with local citizens 
 User preferences and website search statistics 
 Knowledge of the community from interaction with many 
community groups 
 Having worked for the city for many years 
Some of the other responses to question 14 were not really sources of 
city self-image information as much as additional information about 
why the website is set up as it is. Two of these responses expanded on 
the resident-centric nature of the website, one response mentioned on 
the city’s efforts to use the website to brand itself, and two other 
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responses mention the desire to make the website easy for various 
groups to use. 
 There were fewer responses to question 16, and most of the 
responses did not identify the source of self-image information, but 
rather provided additional information about how the website was 
created and formatted. The responses that did focus on the source of 
self-image information referred back to the responses for question 14. 
Consequently, the overall information elicited from question 16 is not 
very helpful in probing what city self-image information was consulted 
in developing the appearance of the website’s front page. 
 Questions 17 and 18 narrowed the focus of the survey to the 
minor league baseball team and stadium. The responses to questions 
17 and 18 were pretty similar. For both questions, only eight of the 
sixteen respondents (50 percent) stated that the city’s residents are the 
group to which the team and stadium are most important. Five of the 
sixteen individuals (31 percent) who answered question 17 reported 
that the team is most important to tourists, and one stated that the 
team is most important to businesses in the city. Similarly four of the 
sixteen respondents (25 percent) reported that the stadium is most 
important to tourists. For each question, one respondent (6 percent) 
stated that the team or stadium was most important to businesses, 
either those in the city or those outside the city.  
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Two individuals chose other as their response to question 17. 
One of these two stated that the team is equally important to city and 
county residents, while the other reported that the team is most 
important to the “500 or so baseball fans who attend high school or 
professional games.” Figure 21 shows the responses to question 17. 
Figure 21 – Respondents’ Assessment of the Group to Which the City’s 
Team Is Most Important 
 
 Three individuals chose other as their responses to question 18. 
These responses were very similar to the question 17 responses, citing 
city and county residents as equally important, and noting that the 
stadium was primarily important to the “500 or so baseball fans” who 
use it. The third response noted the individual’s belief that the 
stadium was equally important to both residents and tourists. The 
responses to question 18 are captured in Figure 22.  
The extent to which the respondents to questions 17 and 18 indicated 
the importance of tourists is interesting, and not well-supported by 
other evidence. As discussed previously, other survey responses, as 
 182 
 
 
well as the website review information, suggests that the websites are 
excellent tools for assessing the city’s self-image, or what is important 
to the city. This evidence further suggests that the websites are 
primarily intended for the city’s residents. From this evidence, the 
survey responses in Figures 21 and 22 regarding the importance of 
teams and stadiums to tourists would appear to be overstated. 
Figure 22 – Respondents’ Assessment of the Group to Which the City’s 
Stadium Is Most Important 
 
  However, a possible way of the interpreting the responses to 
questions 17 and 18 is that the websites are not intended to be the key 
source of information about the team and stadium. Research for this 
dissertation did not involve assessing other marketing materials, such 
as that developed by the city chamber of commerce or any visitor 
information groups within the city. Including these sources in any 
subsequent research might help to strengthen conclusions regarding 
whether the city website is the most important source of information 
about the team or stadium. 
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Question 19 followed up on the responses to Questions 17 and 
18, and requested free form responses. Question 19 read “If the 
answers to questions 17 and 18 differ, please share your opinion 
regarding why the team and stadium are most important to different 
groups.” Only two of the respondents had a different response to 
Questions 17 and 18; therefore there were only two responses to 
Question 19. These responses focus on why the team or stadium might 
be important to businesses, either inside the city or outside the city.  
The individual from Casper, Wyoming reported that the stadium 
is most important to residents while the team is most important to 
businesses. Specifically, “[t]he stadium is most important to citizens 
because it is used by the local American Legion Team and by other 
organizations for events outside the baseball season. The team is most 
important to businesses because it is a reflection of the variety of 
opportunities available in Casper and serves to attract new 
investment.” The respondent from Geneva, Illinois reported that team 
is most important to tourists, and the stadium is most important to 
businesses outside the city. This is due to the stadium being owned by 
the Kane County Forest Preserve and therefore outside the city limits. 
 Questions 20 and 21 brought the survey to completion, focusing 
on the extent to which the website’s front page reflects the importance 
of the team and stadium to the city’s self image. These questions were 
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an attempt to provide some validation of the website review findings, 
by assessing whether this present review would overstate, understate, 
or correctly state that impact of the team and stadium on the city’s self 
image. 
 For both questions, none of the fourteen individuals who 
responded to the questions stated that the front page overstated the 
importance of the team or stadium to city self-image. Further, only 
three of the fourteen respondents (21 percent) indicated that the front 
page understated the importance of the team or stadium to city self-
image. With 79 percent of the respondents indicating that the website 
correctly reflects the importance of the team or stadium to city self-
image, there is further support for the validity of the website review 
results. 
 Interestingly, five of the fourteen respondents to question 20 (36 
percent) and six of the fourteen respondents to question 21 (43 percent) 
stated that the team or stadium had no impact on the city’s self-image. 
The five cities that reported the team had no impact on the city’s self-
image were Burlington, North Carolina; Fort Mill, South Carolina, 
Missoula, Montana; Johnson City, Tennessee; and Geneva, Illinois. 
These cities, plus Eastlake, Ohio, also reported that the stadium had 
no impact on the city’s self-image. The summary results for questions 
20 and 21 are provided in Figures 23 and 24, respectively.  
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Figure 23 – Respondents’ Assessment of How the Website Front Page 
Reflects Importance of Team to Community’s Self-image 
 
Figure 24 – Respondents’ Assessment of How the Website Front Page 
Reflects Importance of Stadium to Community’s Self-image 
 
 
 I was interested to learn whether the cities who reported that 
the team or stadium has no impact on the cities self-image had scored 
a zero for the website review for team and stadium information. Even a 
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score of one would suggest some relationship that the team or stadium 
has had some impact on the cities’ self-image. As it turns out, the 
website review belies the survey results, in five of the six cases. Most 
startlingly, Eastlake, Ohio, scored 10 out of a possible 16 points in the 
website team and stadium review. This result does not sound like a 
city for which the minor league baseball team and stadium has no 
importance. In addition, Burlington, North Carolina scored 4 out of a 
possible 16 points, which was higher than the average score of 3.79 for 
all 42 of the websites. Even Fort Mill, South Carolina, which scored a 
3, Geneva, Illinois, which scored a 2, a Johnson City, Tennessee, which 
scored a 1, appear to have some part of their cities’ self-image related 
to their minor league teams or stadiums. Only for Missoula, Montana 
was there a clear alignment between the survey results and the 
website review results. 
Summary of Website Review and Survey Findings 
 The website reviews and surveys provided important and 
somewhat surprising findings. First, the website reviews for team and 
stadium information determined that most websites do not provide 
significant pictures or written content about the team or stadium on 
the front pages of the websites. The average score for the 42 websites 
was 3.79 out a possible 16 points. The highest scoring website, from 
Bradenton, Florida, garnered 12 out of 16 points. Only six of the 42 
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websites scored even eight points, which represents half of the possible 
point total. At the other end of the scoring spectrum, six of the 42 cities 
did not score a single point in the website review.  
 The only category in which any website scored a perfect four was 
picture of the stadium. Six cities had a picture of the stadium on the 
website immediately visible when the webpage first opened. Thirty-six 
cities provided information about the team or players through the first 
three layers of their websites. This was the category in which the 
highest number of cities scored at least one point. On the other hand, 
only nineteen cities had a picture of the team or team members on the 
first three layers of the websites. In general, then, the website review 
did not result in finding a high degree of apparent interest in the cities’ 
minor league teams or stadiums, using the city websites as the 
standard of measuring interest. 
 The second part of the website review assessed the websites’ 
links to determine which of three groups – residents, businesses, and 
tourists – was the primary target of the most links. The large majority 
of links, approximately 67 percent on average, were directed toward 
residents. Only six cities failed to direct at least 50 percent of their 
links toward residents. The group with the next highest percentage of 
links was businesses; on average about 6.8 percent of links were 
business-related. Bringing up the rear were the tourist links, which 
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were virtually non-existent in the review. Thirty-two of the 42 cities 
(76 percent) had two or fewer links primarily for tourists, and 19 of 
these 42 cities (45 percent) had no links primarily for tourists. 
 As part of the review of website links, the author also reviewed 
the pictures on the websites. For most of the websites pictures he could 
not identify a particular group that was the primary audience for the 
photograph. Only 20 of the 42 cities in the website review sample had 
any photos that could be categorized as primarily appealing to 
residents, tourists, or businesses. On those 20 websites and for those 
photos that could be determined, the majority of the photos were aimed 
at residents. Nineteen of the 20 websites had at least one picture 
aimed primarily at residents. By contrast, only five of the 20 websites 
had any pictures that were primarily aimed at businesses, and only 
three of the 20 websites had any pictures that were primarily aimed at 
tourists. Thus, the analysis of website links and pictures determined 
that the websites are overwhelmingly aimed at residents, with 
businesses the secondary group of interest, and tourist the tertiary 
group of interest. 
 As a complement to the website reviews, a survey was sent to 
mayors and city managers in each of the 42 cities. Responses were 
received from 19 individuals, representing 18 of the 42 cities. The 
respondents were not all mayors or city managers. Some were 
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assistant city managers, and some other respondents included a 
project manager, an information technology manager, and a public 
information officer. Since these individuals’ responses suggested that 
they were subject matter experts, the author maintained their 
responses in the dissertation analysis. 
 The survey resulted in several findings, some of which 
supported the website review, and others appeared to counter the 
website review findings. The primary finding was strong support for 
the website review findings that residents were the primary group to 
which the websites were designed to appeal. The survey also found 
that the respondents almost unanimously agreed that the websites’ 
written content was strongly related to cities’ self-image, and only 
slightly less strong evidence that the websites’ appearance, meaning 
its pictures, colors, or graphics, was related to cities’ self-image.  
Two survey results ran surprisingly counter to the website 
review findings. First, 12 of the 19 survey respondents reported their 
view that it was very important that the website appeal to tourists. 
However, for these 12 individuals the highest percentage of tourist 
links on their cities’ websites was four percent. This suggests that the 
respondents were reporting their ideal, and that they were not 
effectively ensuring the implementation of their vision for appealing to 
tourists on the website. The second surprising survey result, given the 
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context of the website review findings, was that more almost half of the 
respondent felt their minor league teams and stadiums primarily 
appealed to tourists. However, other survey responses, as well as the 
website review information, suggests that the websites are excellent 
tools for assessing the city’s self-image, or what is important to the 
city. This evidence further suggests that the websites are primarily 
intended for the city’s residents, which logically suggests that the team 
and stadium information on many websites is primarily for residents. 
Conversely, one possible explanation for these survey responses is that 
the websites are not intended to be the key source of information about 
the team and stadium.   
 In the final chapter, the author discusses how the results of the 
website reviews and survey help to address the research questions. He 
also addresses some other issues of interest that were raised in the 
literature review, concluding on the extent to which this research 
contributes to further understanding these issues. While highlighting 
some possible areas for additional research within the analysis in this 
chapter, the author concludes Chapter 5 by discussing further some 
additional ways that his exploratory research can be extended or 
expanded into new lines of research.     
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CHAPTER 5 
CONCLUSIONS AND IMPLICATIONS  
This final chapter primarily focuses on the impact of the website 
reviews and the survey research on the research questions. Presented 
first is a discussion each of the five research questions to outline the 
answers that this exploratory study has revealed. Next is a discussion 
of other elements of literature for which the website reviews and 
survey research have some bearing, but which the author has not yet 
discussed. For example, he builds on the discussion of consultative and 
participatory elements in websites discussed in Chadwick and May 
(2003) and Kevin O’Toole (2007). The author also further explores how 
the city websites promote their minor league team or stadium and 
what the survey results suggest about minor league baseball as part of 
the cities’ economic development strategy. This relates to research on 
the importance promotion and economic development as suggested by 
Robertson (2004) and Johnson (1998). Finally, the chapter concludes 
with some implications from this study for further research.  
How the Study Helps to Answer the Research Questions 
In this study there were five research questions. The first 
question is What can municipal websites tell us about how a 
community that hosts a minor league baseball team values that team 
and the stadium in which it plays? 
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My website review and survey findings lend support for the idea 
that websites can tell us what a community values. For example, 
questions 13 and 15 directly asked the survey respondents whether the 
written content and appearance of the front page of their city’s website 
reflected the self image of the community. Fifteen of the 17 
respondents (88 percent) stated that the written content of the website 
reflected the community’s self-image, and 12 of 15 respondents (80 
percent) stated that the appearance of the website reflected the 
community’s self-image.  
The website reviews and survey results also interacted to provide 
support for the idea that websites can tell us what a community 
values. The primary lesson of the website reviews for links and 
pictures was that residents are the focal point of the website. On 
average, about 67 percent of all survey links were primarily for 
residents, and for 36 of the 42 cities the research determined that more 
than 50 percent of all their links were primarily for residents. The 
survey results strongly supported the website review findings. For 
example, the responses to question 7 showed the 18 of the 19 (95 
percent) respondents deemed it very important that the website front 
page appeals to residents. Neither tourists nor businesses had more 
than 13 respondents indicate that it was very important that the 
website front page appeal to that group. Further, in question 11, 14 of 
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the 17 respondents (82 percent), chose the phrase good place to live 
and work as the phrase that best describes that city. The other positive 
options were good place to visit, good place to do business, and don’t 
know. Each of the options other than don’t know generally represent a 
group of interest: residents, tourists, and businesses. Because the vast 
majority of respondents chose good place to live and work, which 
generally stands for residents, it provides further support for the 
signal importance of residents to their cities. Ultimately, the survey 
results provide support for the initial finding that residents are the 
group to which the significant majority of front page links are designed 
appeal. Based on the interaction of the survey and website review 
results, the research provides support for the general idea that 
websites can be read for insight into the community’s values.   
In addition, questions 20 and 21 from the survey extend the 
findings by providing support for the idea that the website can provide 
insight into the extent to which the community values its teams and 
stadiums. Only 14 of the 19 survey respondents answered these last 
two survey questions, but 11 of the 14 (79 percent) indicated that the 
website correctly indicated the extent to which front page of the 
website reflected the importance of the team or the stadium to the 
community’s self-image. This suggests that not only can websites be 
reviewed to understand what is important to the community, but that 
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specifically information about minor league baseball teams and 
stadiums can be assessed to indicate the level of importance of the 
teams and stadiums to the community. 
The second research question extends and focuses the line of 
inquiry proposed by the first research question. The question 
specifically asks Do cities with minor league baseball teams find the 
teams and stadiums to be an important part of their self-images? 
The evidence from the website reviews and the surveys indicates 
that the 42 cities under review do not find the teams and stadiums to 
be important parts of their respective self-images. The website review 
provided the first important evidence for this conclusion. In his review 
of the websites, the author found that on average each website scored 
3.79 points out of a possible 16 points. The relatively low average score 
indicates that websites provide some information about teams and 
stadiums but generally not on the websites’ front pages, and the 
analysis of individual website scores provides further support. For 
example, there were only three websites with information about the 
team or team members on the front page.25 None of these websites 
provided information about the team or team members in a position on 
the front page that was visible to the user immediately after the page 
loaded. Further, only two websites provided information about the 
                                                          
25 The three cities were Brandenton, Florida; Eastlake, Ohio; and Princeton, West 
Virginia. 
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team or team members on the front page.26 Similarly, none of these 
websites provided information about the stadium that was visible to 
the user immediately after the front page loaded. In addition, none of 
the 42 websites provided pictures of the team or team members on the 
front pages of their websites. Finally, only nine of the 42 cities 
provided pictures of the stadiums on the front pages of the websites, 
though eight of these provided pictures that were immediately visible 
to users when the page loaded.27  
While many of these cities provided information about the teams or 
stadiums somewhere on the websites within two links of the front 
page, the striking dearth of information or pictures on the front page 
was an important indication that the teams and stadiums are not 
critically important to community self-image. Further, for each of the 
four categories in which the author divided information about teams 
and stadiums and pictures of teams and stadiums, between eight and 
22 cities did not score a single point, meaning that that there was no 
information on the website front page or two links away from the front 
page for the relevant categories. The analysis of website review results 
by type of city and level of play provided additional support for this 
conclusion. The highest average score among the type of cities was 5.4 
                                                          
26 The two cities were Brandenton, Florida; and Charleston, West Virginia. 
27 The nine cities were Bradenton, Florida; Burlington, Iowa; Eastlake, Ohio; 
Greenville, South Carolina; Jupiter, Florida; Kinston, North Carolina; New Britain, 
Connecticut; North Little Rock, Arkansas; and Rome, Georgia.  
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(out of 16), for large suburbs, and the highest average score for level of 
play was 5.17, by cities with Low-A teams. 
The survey results strengthen the conclusion that the 42 cities 
under review do not find the teams and stadiums to be important parts 
of their respective self-images. The survey respondents were asked 
whether the front page of the website accurately reflected the self-
image of the community. Of the 15 respondents who answered this 
question, 12 agreed that the front page of their website accurately 
reflected the community’s self-image. This helped to strengthen the 
validity of the premise on which the website review methodology was 
originally based. Further, the respondents were asked whether the 
front page of the website accurately reflected the importance of the 
minor league team and stadium to the community. Eleven of the 14 
respondents responded affirmatively. This feedback supports the 
website review findings regarding the relatively low importance of the 
team and stadium to the community self-image. As a final piece of 
support for this conclusion, five respondents stated that the website 
front page correctly indicates that the team has no impact on the 
community’s self image, while six respondents affirmed that the 
website front page correctly indicates that the stadium has no impact 
on the community’s self image.   
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My third research question broadened the focus of the website 
reviews and survey beyond teams and stadiums to the groups toward 
whom the website front page was intended to appeal. Specifically, the 
question is Do the images, links, and other information provided on the 
website of cities with minor league baseball teams suggest that the 
cities promote aspects of themselves, including the teams and 
stadiums, more to its residents, tourists, or business interests?  
My exploratory research strongly suggests that cities focus their 
website front pages primarily on their own residents, with business 
interests and tourists a distant second and third, respectively.  
The research found that on average about 67 percent of the links 
on the front page of the websites was primarily intended for residents. 
The website review found that for 36 of the 42 cities at least half of all 
the front page links were primarily intended for residents. By contrast, 
the average website had about 5.5 percent of all links primarily 
intended for businesses, and less than two percent of all links 
primarily intended for tourists. Only six of the 42 cities had more than 
10 percent of the links primarily for business interests, and only two of 
the 42 cities had more than 10 percent of the links primarily for tourist 
interests. In addition, the review of website photos, while less 
conclusive, found that of the pictures on the website that could be 
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definitively categorized as primarily for residents, businesses, or 
tourists, most were primarily for residents.  
The survey results strongly supported the idea that the website 
front pages are largely designed for residents. For example, 18 of the 
19 respondents to the survey stated that it was very important that 
the front page of the website appeal to residents. By contrast, only 13 
of the 19 respondents reported that it was very important that the 
website front page appeal to local businesses, and only 12 respondents 
affirmed that it was very important for the website front page appeal 
to tourists. 
In addition, when the survey recipients were asked to pick 
among multiple choices to find a phrase that best describes their city, 
14 of the 17 who responded to that question chose a good place to live 
and work. Moreover, 16 of 17 respondents chose a good place to live 
and work as the quality of their city that was the most important 
contributor to the community’s self-image. While these two questions 
did not specifically state that residents were to be considered in the 
responses, the respondents’ focus on the city as a good place to live and 
work indicates a focus on the critical importance of the residents to the 
health and success of the city. This is an important insight because 
many of the respondents reported either shared or primary 
involvement in determining the written content and appearance of the 
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website. The fact that people who shape the city’s website believe that 
residents are critically important to the community helps to explain 
and confirm the website review finding regarding the clear orientation 
of the website front page toward residents.    
The fourth research question returns to the issues of facility 
financing which began Chapter 2, to seek some broader implications of 
the research findings. Specifically, the question inquiredWhat does the 
information gathered in this research tell us about the importance of 
minor league baseball to small- and mid-sized cities? 
Based on website reviews and surveys, the short answer to this 
question is minor league baseball does not appear to have a high level 
of importance in the 42 cities under review. This finding is discussed at 
more length under the second research question above. In sum, the 
research demonstrated that the websites generally do not focus on 
information or pictures of minor league teams and stadiums, and that 
the survey respondents, who generally affirm that the website reflects 
the community’s self-image, provided information that affirmed the 
website review findings. 
The fourth research question also suggests an important issue: 
the relationship of community self-image to how a community 
determines what is important. While there may be several ways of 
gaining some insight into what a community finds to be important, 
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community self-image may be particularly helpful. Unlike some 
external calculations of importance, such as purely quantitative cost-
benefit analyses, the concept of self-image is much deeper and 
therefore more potentially powerful. The concept of self-image is 
inextricably linked with likes and dislikes, hopes and fears, and other 
exquisitely irrational drivers of our everyday decision-making. Self-
image leads us to conclude what we want to be and what we want to be 
known for. Thus our self-image, and our collective self-images, as 
expressed in community’s consensus values, can have a powerful 
impact on how we present ourselves to the world. Further, our self-
image, because it taps into deeper and stronger aspects of ourselves 
than our pure rationality, may lead us to make decisions that pure 
rationalists would abhor. 
It was through recognizing that pure rationality is often not the 
primary driver in decision-making that the fifth research question was 
posed. This question inquired about the larger implications of the 
findings by asking What do the website reviews and survey results 
suggest about the benefits of having a minor league team and stadium, 
especially the non-economic benefits? 
The research suggests that a minor league baseball team and 
stadium are not critically important to a community, though the 
research does not deny that the teams and stadiums are important to a 
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community on some level. Specifically, the website reviews and the 
survey results suggest that the teams and stadiums are not primary 
contributors to the collective self-image of the community. 
Consequently, the non-economic benefits of the minor league teams 
and stadiums are not as significant as some facility financing 
literature has suggested. For example, Johnson (1998) suggests that 
minor league baseball may add to the civic pride and self-image of 
their host cities, but the research findings reported in this dissertation 
undercut Johnson’s suggestion. In addition, studies by Swindell and 
Rosentraub (1998), Rosentraub (1999), and Crompton (2004) suggest 
that civic pride may be an important non-economic benefit that a 
community enjoys as a result of hosting a major league professional 
sports team. However, this exploratory research suggests either that 
minor league baseball teams do not generate significant civic pride, or 
that the civic pride generated by minor league baseball teams is not 
readily perceived through municipal website reviews or surveys of key 
city officials. 
Another important implication of the research findings is that 
minor league baseball communities planning to develop proposals for 
new baseball stadiums should not assume that baseball brings 
significant intangible community benefits such as self-image (or civic 
pride). This suggests that if stadium proponents focus their sales pitch 
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on the purported non-economic benefits of teams and stadiums to a 
community, the proponents run the risk of misstating facts, perhaps 
even to a similar degree as those misstatements of fact for which 
stadium economic impact studies are notorious.  
Other Implications for Literature 
In addition to addressing the research questions, the findings 
from the website reviews and the surveys contain some further 
implications for facility financing literature, e-government literature, 
and literature on small- and mid-sized cities. 
As discussed above, the most important implication of this 
dissertation’s findings for the facility financing literature is the lack of 
support for the idea that minor league teams and stadiums bestow 
non-economic benefits on the community. While the research findings 
are exploratory and should not be over-generalized, they do indicate 
that non-economic benefits are a weak foundation on which to base an 
argument for public financing of a minor league baseball stadium. 
While the author did not formally assess whether other types of 
athletics were more prominently located on the city websites, he noted 
anecdotally that there was very little evidence of other forms of 
athletics represented on the city websites. This preliminarily suggests 
that other forms of athletics, especially professional sports, in cities 
that are small or mid-sized will generate the same weak level of non-
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economic benefits as the minor league baseball teams and stadiums 
appear to produce. As a result, the research reported in this 
dissertation does not further the hypothesis that a team or stadium 
provides key non-economic benefits to a community that the 
community members value so highly they would be willing to share 
scarce community resources to ensure that the team and stadium 
remain a part of the community.  
Another important finding of the research relates to the tourist 
city literature. The tourist city literature suggests that cities engage in 
key development activities with a view toward stimulating tourism 
(Fainstein and Judd, 1999; Judd, 1999, 2003). Tourist city literature 
intersects with facility financing literature by hypothesizing that 
sports facilities are among the items for which cities provide support to 
encourage greater levels of tourism. The research findings reported 
here, however, do not lend strong support to the tourist city literature. 
First, the clear results of the website reviews and the surveys are that 
residents and businesses are more important to cities, as least in 
relation to developing the website front page, than are tourists. 
Moreover, the survey’s support for the research assumption that 
websites correctly signal what is important to a community further 
enhances the finding regarding the relative unimportance of tourists to 
cities.  
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This finding leads to the preliminary conclusion that at least for 
minor league baseball there is less emphasis on leveraging the team 
and stadium to develop tourism in the city. The piece of evidence from 
the dissertation research that comes closest to providing a linkage 
between the teams and stadiums and tourism was the report of five 
survey respondents that tourists were the group to which the minor 
league baseball team was most important. However, these five 
represented only 31 percent of all the respondents to that question. 
Further, only four of the 16 respondents reported that stadium was 
mostly intended for tourists. Consequently, this evidence cannot be 
regarded as a strong counterweight to the primary finding that minor 
league teams and stadiums are not critically important to a community 
and that the community self-image is primarily oriented toward 
residents. 
 In addition to providing some implications for the facility 
financing and tourist city literature, this research resulted in findings 
that also contain some interesting insights regarding the e-government 
literature. First, there was additional support for the findings of 
Chadwick (2001) and Urban (2002) that websites can be read to 
understand the purpose of those developing and implementing the 
website’s content and appearance. The survey results provide the key 
support for these findings, as they help to validate the website reviews 
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focus on citizens and the websites’ surprisingly low amount of the 
information about the cities’ teams and stadiums.  
Further, the website review turned out to be a successful 
methodology, in that it was feasible and it resulted in findings that 
received some validation from the survey results. In addition, the 
website reviews resulted in findings that were similar to or extended 
findings from previous research studies. While the research 
methodology was exploratory, the e-government literature is still in an 
exploratory phase and the research reported on in this dissertation 
included a wider number of websites in the review than all but two of 
the studies summarized in Chapter 2’s literature review.  
Second, the present research found support for the exploratory 
findings of Eschenfelder (2004) and Mahler and Regan (2007), whose 
preliminary conclusions were that managers were heavily involved in 
developing the website’s written content and appearance. The primary 
source for support of the Eschenfelder’s and Mahler and Regan’s 
findings was the survey responses. The survey found that 11 of the 17 
respondents who addressed the questions about their involvement in 
developing the website reported that they were either primarily 
involved or shared involvement in developing the written content of 
the website. Further 13 of the 17 respondents reported they were 
either primarily involved or shared involvement in developing the 
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appearance of the website, which includes such elements as pictures, 
colors, and graphics. Critically, the survey responses showed that most 
of the city managers and mayors were involved in making decisions 
about the content and appearance of their cities’ websites. This was an 
important nuance to the present findings, as it highlighted the 
importance that elite city executives place on the website’s potential 
for communicating the self-image of the city. 
A third implication for the e-government literature was the clear 
support for the findings of Chadwick and May (2003) and O’Toole 
(2007) that government websites were managerial in nature. 
Managerial refers to a quality of a website in which information is 
passed from the website owner, in this case the 42 cities, to the website 
user without providing significant opportunity for response from the 
website users. The other possible approaches that Chadwick and May 
and O’Toole propose are consultative and participatory. These 
approaches to website development involve creating opportunities for 
differing levels of dialogue between website users (generally citizens) 
and the website owners (the governments). The dissertation analysis 
found that the 42 websites were overwhelmingly constructed as a 
monologue, and often the only opportunity for dialogue was a periodic 
link to allow the user to communicate with the webmaster. However, 
links that allowed users to contact the webmaster were not present on 
 207 
 
 
all the websites, and on the websites where the links were present they 
were often provided in small type and located in out of the way 
locations, such as the bottom of the page. Further, communicating with 
the webmaster is often only effective regarding some technical aspect 
of the website, since the webmaster’s primary function is assuring that 
the website is operating smoothly and appropriately. However, if a 
citizen wants to engage with government regarding some aspect of 
policy, the webmaster is not likely to be a helpful conversant. 
 The fourth implication for the e-government literature also 
provides some support for the findings of Eschenfelder (2004) and 
Mahler and Regan (2007). Specifically, the dissertation research 
furthers these scholar’s previous findings that the individuals creating 
the content and appearance of the websites’ front pages worked to 
reflect community self-image on the front page. Fifteen of 17 
respondents who answered a question about whether community self-
image was reflected in the website front page’s written content 
reported in the affirmative. Further, the other two respondents stated 
that they did not know. Similarly, 12 of the 15 respondents who 
answered a question about whether community self-image was 
reflected in the website front page’s appearance reported in the 
affirmative. Two other respondents reported that they did not know, 
and one respondent said no.  
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Following up on these responses helped to clarify the survey 
findings by eliciting feedback on where information on community self-
image was derived. Some of these sources included the city’s 
administration; literature developed by or for the town for marketing 
or educational purposes; the informal website development group; 
interviews with local citizens; user preferences and website search 
statistics; and general knowledge of the community from interaction 
with many community groups. However, other survey responses 
regarding the source of self-image information indicated that the 
respondents did not know, or that they took anecdotal feedback to 
represent the collective self-image of the entire community.  
While it is somewhat troubling that government officials would 
rely on anecdotal evidence over evidence that was developed using 
more rigorous methods, it is not all that surprising. For example, in 
the author’s role as an audit supervisor for the City of Denver he led 
an audit that advocated for more rigorous testing the city’s photo 
traffic enforcement systems to help determine whether the cameras 
had a discernible impact on public safety (Denver Auditor’s Office, 
2011). However, Denver City Council members received this 
recommendation coolly, instead relying on their own anecdotal 
experiences to justify their positions. One council member even told us 
that we were demanding too high a level of evidence from a 
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government program. If this attitude prevails in other government 
officials, then they may report that they have a good understanding of 
community self-image based on evidence that is scientifically weak. 
Finally, the research findings also have some implications for 
the literature regarding the economic development of small- and mid-
sized cities. First, the website reviews and survey results found that 
the 42 cities under review were primarily interested in their residents. 
The author has reviewed this overall finding in several places, but 
have not focused on the importance of the finding for small and mid-
sized cities. Robertson (1999) suggested that creating a sense of place 
was the most successful strategy for small city downtown 
revitalization. This suggests that residents and tourists are both 
important to the small city, since both residents and tourists would be 
attracted to a location that provided a sense of place. However, the 
website reviews and the survey results clearly showed the city’s 
primary focus is on residents and businesses, with tourists finishing 
significantly behind residents and businesses in the percentage of 
website front page links primarily oriented toward them. 
Similarly, the research findings do not indicate a significant 
interest in place promotion, as suggested by Johnson (1998) and 
Robertson (2004). The primary object of place promotion is to allow the 
city to be more attractive to tourists. However, as discussed previously, 
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the 42 cities in this research were overwhelming focused on appealing 
to residents and businesses. To the extent that place promotion was 
occurring it was internally directed, for example to develop civic pride 
in residents, and therefore was not readily perceptible through the 
research design.  
Some small cities have leveraged a unique aspect of their city to 
assist in economic development. Scholarly case studies illustrate the 
efforts of Roswell, New Mexico (Paradis, 2002) and Vulcan, Alberta, 
Canada (Mair, 2009). While having a minor league baseball team is not 
as unique as being the location of a purported UFO crash, as Roswell 
is, there are still very few American cities that host minor league 
baseball teams. If case studies of Paradis and Mair can be taken to 
suggest that cities may further their economic development by 
leveraging unique aspects of their town, then one implication of this 
argument is that town with minor league baseball teams will work 
hard to trumpet their status as the home to professional baseball. 
However, the research found that in general the 42 cities did not 
regard their baseball teams and stadiums as worthy of significant 
attention and discussion on the website. The survey results helped to 
validate this finding through reports that the limited information 
about the team and stadium on most websites was intentional.   
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Suggestions for Further Research 
 While the research findings provided some important 
implications for research on three different fields, the exploratory 
nature of the work means that there are still opportunities to extend 
the research in various areas. First, while the website review 
methodology appeared to be successful, especially given the context of 
the survey results, it would be useful to further calibrate the review 
methodology to better adjust for differences in the amount and quality 
of information provided on the website about the team or stadium. 
This review simply looked for the presence of information and pictures 
about the team and stadium. While the review determined that in 
general city websites offered little information about teams and 
stadiums through the website front page or through pages closely 
linked to the website’s front page, an analysis of the amount and 
quality of information might result in a more refined picture than that 
presented by the findings from this present research. Conversely, such 
an analysis might result in corroboration of the dissertation findings, 
strengthening the evidence that initially suggests that minor league 
teams and stadiums are relatively unimportant to community self-
image. 
Another important next step would be to more clearly correlate 
research findings presented in this study to the history of stadium 
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development and financing for each of the cities. Because of the time-
intensive nature of historical, case study-style research, it was not 
feasible to include information about the 42 cities’ stadium 
development and financing within this study. However, the research 
findings presented within this dissertation provide a breadth of context 
for research that would more explicitly link stadium development and 
financing data to the preliminary finding that minor league teams and 
stadiums do not provide a high level of non-economic benefits to a 
community. This research would expand the importance of the present 
findings by explicitly testing and concluding on the connection between 
non-economic benefits of teams and stadiums and the likelihood of 
successful public financing for the facilities.   
The nascence of the e-government literature demands more 
work to significantly extend understanding in numerous directions. 
The dissertation findings suggest that one key area for further 
research is how those individuals who develop or approve a website’s 
content and appearance gather their information about what values 
should be represented through the website. For example, it would be 
helpful to learn more about the source of community self-image 
information if the website developers are attempting to reflect a 
community’s self-image. Such source analysis would allow researchers 
to assess the validity of the developers’ beliefs about community self-
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image. The research would also allow scholars to assess whether 
government officials are using methods of self-image information-
gathering that are quantitative or otherwise more rigorous, or if those 
finalizing the website’s content and appearance are relying on 
anecdotal or self-generated information to create their understanding 
of community self-image. 
An alternative approach for scholars assessing community self-
image would be a community survey. Conducting a community survey 
to measure self-image would probably limit the researcher to using a 
case study approach, utilizing a single city or a small group of cities. 
However, a well-designed community survey could plumb components 
of self-image more directly than did this study, which used local 
government officials as proxies for the community. Further, combining 
a community survey with reviews of local government websites might 
help to further assess the extent to which local government websites 
represent the self-image of the community. 
Scholars of e-government or small and mid-size cities (or that 
small subset that link the two fields) would perform a valuable service 
if they engaged in some effort to review websites for evidence of 
internally-directed place promotion. While the concept of place 
promotion generally focuses on a place’s effort to promote itself to 
outside entities, it would be useful to learn whether or how a place 
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promotes itself to its own residents and businesses. Developing a 
refinement of the website review methodology that would assess place 
promotion directed toward residents and local businesses would move 
beyond the basic measure of place promotion in this study, namely the 
extent to which a website was designed to appeal to tourists. While 
place promotion is ordinarily viewed as an externally-directed activity, 
the research findings regarding the websites’ overwhelming focus on 
residents suggests that that there may some efforts to improve 
resident satisfaction and quality of life through internal place 
promotion. For example, a local government might engage in efforts to 
strengthen the local economy by encouraging residents to shop locally.  
Finally, the surprising findings regarding the relative lack of 
importance of teams and stadiums to the cities should receive some 
follow-up study. This study found some variation between cities in 
different levels of play, and between different types of cities, but none 
of the groups of cities demonstrated a particularly high interest in the 
minor league baseball teams. One possible reason for this is that the 
local government website was not the right medium for conveying the 
communities’ true level of interest in the team or stadium. However, if 
this was true, then the survey responses regarding the importance of 
teams and stadiums to a community’s residents was misleading, as 
were the survey responses that indicated the low level of information 
 215 
 
 
about teams and stadiums on the website correctly reflected their low 
level of importance to community self-image. Further study that used a 
different methodology than local government website reviews and a 
city executive and manager surveys might find different results, 
thereby revealing not only some important information about both 
minor league teams and stadiums but also the website review 
methodology itself. 
However, additional study might also find evidence that 
strengthens the findings about the low level of interest in minor league 
baseball. This would be particularly helpful for small and mid-sized 
cities who are considering whether to upgrade their existing minor 
league stadium or invest in constructing a new stadium. If 
communities generally do not view teams and stadiums as important 
aspects of their self-image, then the theory that teams and stadiums 
provide significant non-economic benefits that may justify an economic 
investment will be dealt a blow. This finding should especially be 
helpful for small and mid-sized cities that have fewer resources and 
may have less financial margin for error. If further studies result in 
similar findings to those reported in this study, it could also result in 
more a general understanding about the non-economic impacts of 
teams and stadium, and perhaps demonstrate through a different type 
of analysis that the academic wisdom about the impropriety of 
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investing public funds in sports facilities continues to ring true. Thus 
building a foundation for a more general insight about the non-
economic benefits of sports facilities could be the ensuring legacy of 
this study. 
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